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®  THE  FOURTH  ESTATE  The  Only  Independent  Weekly  Journal  of  Newspapering 


Democra 


Daily  newspaper  coverage 


“Instant  newspaper" 


USA  Team  Loses  - 
But  Readers  Win 


There’s  more  than  one  way  to  tell  a  big 
story. 

When  Europe  beat  the  USA  to  capture  the 
Ryder  Cup,  it  was  big  news  for  golf  fans  across 
the  USA  and  throughout  the  world.  It  also  was 
important  local  news  for  residents  of  Rochester, 
N.Y.,  where  the  matches  were  played. 

The  story  demanded  more  than  a  one-size- 
fits-all  approach.  So  the  Rochester  Democrat 
and  Chronicle  and  the  Times-Union  delivered 
the  news  differently  to  three  groups  of  readers. 

•  A  team  of  70  staffers  produced  more  than 
200  stories  for  the  newspapers’  editions,  which 
included  daily  Ryder  Cup  special  sections. 

•  The  newspapers  joined  Rochester-based 
Eastman  Kodak  to  produce  a  full-color  “instant 


newspaper”  of  up-to-date  results  and  features. 
Copies  were  distributed  at  Oak  Hill  Country 
Club,  the  event  site. 

•  And  the  newspapers’  on-line  Digital 
Edition  updated  results  every  1 5  minutes  and 
provided  features,  facts  and  photos  to  Internet 
users  around  the  globe.  The  service’s  reports 
were  accessed  nearly  half  a  million  times  and 
drew  E-mail  responses  from  England, 
Scotland,  South  Africa  and  Malaysia. 

Comprehensive  coverage  in  the  daily 
newspapers.  A  special  on-course  “instant 
newspaper.”  And  an  on-line  edition.  That  was 
the  winning  combination  for  Democrat  and 
Chronicle  and  Times-Union  readers  -  in 
Rochester  and  around  the  world. 


LEADERSHIP  IN  IMMEDIACY 
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NEWS 
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Take  A  Close  L  oik  At  Its  Power  Source. 


It  takes  more  than  silicon  and  electricity  to  power  a  digital  archive  system.  To  be  truly  useful,  a  system  has  to  be  plugged  into  resources, 
commitment  and  experience.  Only  then  will  your  archive  system  take  you  where  you  want  to  go. 

By  that  measure.  Digital  Collections  System/N.A.  has  power  to  spare. 

Developed  in  Germany,  designed  for  the  world  market.  Digital  Collections  System/N.A.  is  a  new  approach  from  sysTemTn  NoVth'Rmeli’ca 
an  innovative,  media-wise  company.  Your  system  will  be  everything  you  need  today  and  everything  you  will  want  tomorrow. 

Digital  Collections  System/N.A.  handles  all  your  archiving  needs.  Pages,  text,  photos,  graphics, 
audio  and  video.  Its  UNIX-based  server  supports  Macintosh®  and  Windows®-based  clients  and  web 
browsers.  And  there’s  speed  to  spare.  With  millions  of  records  in  the  database,  searches  are 
completed  in  a  few  seconds. 

We’ve  moved  beyond  merely  archiving  text.  This  is  multimedia  information  management-the 
cutting  edge  of  digital  information  storage,  retrieval  and  work  flow.  And  it’s  available  today. 

Of  course,  this  isn’t  the  whole  story.  There’s  Internet  access  with  home  page  capability,  filters  for 
front-end  systems  and  you  can  store  and  retrieve  QuarkXPress®  pages.  There’s  also  a  growing  user  base  in 
Europe  and  North  America.  But  rather  than  tell  all,  we’d  like  to  show  all.  Call  1-800-801-3771  to  arrange  a 
demonstration,  and  get  a  glimpse  of  the  future  of  multi-media  information  management. 


OMin 


Macintosh  Is  a  registered  trademark  of  Apple  Computer.  Inc.  Windows  Is  a  registered  trademark  of  Microsoft  Corporation.  QuarkXPress  is  a  registered  trademark  of  Quark,  Inc. 


When  560,000  readers 
volunteer  to  help  others, 
It  makes  news. 
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The  magazine  America  responds  to  1 

USA  WEEKEND'S  5th  annual  Make  A  Difference  Day  is  October  28.  Last  year,  more  than  a  half  million  volunteers  fed,  clothed  and  comforted 
the  needy.  This  year,  through  the  leadership  of  USA  WEEKEND'S  distributing  newspapers,  we  expect  that  number  to  nearly  double.  For  more 
information  on  how  your  newspaper  can  make  a  difference,  call  Dave  Barber  at  212-715-2131. 
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Locally  Owned 
and  Operated 


Times  building,  St.  Petersburg,  Fla. 


JBr  the  first  time,  the  St  Petersburg  Times  is 
under  100  percent  ownership  of  the  Poynter 
Institute  for  Media  Studies,  a  non-profit 
school  for  journalists  and  news  media  leaders. 

You  mi^t  be  familiar  with  the  story. 

When  former  Times  owner  Nelson  Poynter 
died  in  1978,  he  left  his  majority  stock  in  the 
Times  to  the  Poynter  Institute.  Minority  stock, 
which  remained  with  Poynter's  sister,  was 
purchased  a  decade  later  by  an  investment 
partner^p. 

The  Times  fought  for  these  shares  and 
successfully  acquired  most  of  tirem  in  1990. 
The  remainder  was  recently  purchased. 

'TPs  a  satisfaction  to 
have  brought  home  the 
last  of  the  stock  to  the 
Pester  Institute,"  said 
Editor,  President  and 
CEO  Andy  Barnes. 

"Now  we  can  focus 
fully  on  building  a 
great  school  and  great 
newspaper."  AndyBames 

And  tiiaP s  good  news. 


^Petersburg  tiTtmes 

Florida’s  Best  Newspaper 
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OCTOBER 

22-24  —  Inland  Press  Association  Convention,  Chicago 

25- 28  —  Associated  Press  Managing  Editors  Convention,  Westin 
Hotel,  Indianapolis 

26- 29  —  Society  of  Environmental  Journalists/International  Fed¬ 
eration  of  Environmental  Journalists  Conference,  Massachusetts  Insti¬ 
tute  of  Technology,  Cambridge 

NOVEMBER 

1- 3  —  Audit  Bureau  of  Circulations  Conference,  Fairmont  Hotel, 
San  Francisco 

2- 4  —  Suburban  Newspapers  of  America  Classified  Conference, 
Midland  Hotel,  Chicago 

15- 17  —  Editor  &.  Publisher/European  Newspaper  Publishers  As¬ 
sociation/Swiss  Newspaper  and  Periodical  Publishers  Association  In¬ 
teractive  Publishing  Conference,  Swissotel,  Zurich 

1 6-  19  —  New  England  Society  of  Newspaper  Editors  Annual  Con¬ 
vention,  Shawmut  Ocean  Resort,  Kennebunkport,  Maine 

JANUARY 

1  8-20  —  Suburban  Newspapers  of  America  Editorial  Conference, 
Inter-Continental  Hotel,  Chicago 

1  8-20  —  Northwest  Missouri  Press  Association  Convention, 
Downtown  Holiday  Inn,  St.  Joseph 

FEBRUARY 

2 1  -24  —  Editor  &.  Publisher  Interactive  Newspapers  Conference, 
Hyatt  Embarcadero,  San  Francisco 

22-24  —  Inland  Press  Association  Weekly  Newspaper  Publishers 
Conference,  Holiday  Inn  Sun  Spree  Resort,  Fort  Myers,  Fla. 

25- 28  —  Inland  Press  Association  Key  Executives  Conference, 
Registry  Resort,  Naples,  Fla. 

29-3/2  —  National  Press  Photographers  Association  Digital  Imag¬ 
ing  Conference,  Adams  Mark  Hotel,  Denver 

MARCH 

1- 3  —  Mississippi  Valley  Classified  Advertising  Managers  Associa¬ 
tion  Convention,  Drake  Hotel,  Chicago 

2- 6  —  Suburban  Newspapers  of  America  Publishers  Conference,  In- 
nisbrook  Hilton,  Tarpon  Springs,  Fla. 

3- 6  —  Newspaper  Association  of  America  Co-op  Conference,  J.W. 
Marriott  Hotel,  Houston 

3-8  —  Newspaper  Association  of  America  Newspaper  Operations 
Super  Conference,  Doral  Ocean  Beach  Resort,  Miami  Beach,  Fla. 
24-27  —  International  Press  Institute  World  Congress  and  Gener¬ 
al  Assembly,  Amman/Jerusalem/Jericho 

26- 28  —  America  East  Newspaper  Conference,  Hershey  Lodge 
and  Convention  Center,  Hershey,  Pa. 

APRIL 

1  4- 17  —  International  Newspaper  Marketing  Association  Con¬ 
vention,  Banff  Springs  Hotel,  Banff,  Alberta 

16-19  —  American  Society  of  Newspapet  Editors  Convention, 
J.W.  Marriott  Hotel,  Washington,  D.C. 
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E&P  expands  staff 

Magazine  adds  art  director  and 
circulation  marketing  director 

EDITOR  &  PUBLISHER  MAGAZINE  has  added  an  art 
director  and  a  circulation  marketing  director  to  its  staff. 

Hector  Marrero  joins  E&P  as  art  director  after  10  years  at 
Information  Week  in  the  same  position.  Prior  to  that,  he  was 
art  director  at  Electronic  Engineering  Manager,  Carnegie 
Publications  Corp.,  and  Medical  Economics  Co.,  publisher 
of  RN  Magazine . 

While  at  Information  Week,  Marrero  won  several  nation¬ 
al  awards,  including  numerous  “Ozzie’s,”  two  DESl  awards, 
and  Certificates  of  Merit  from  the  Society  of  Illustrators. 

During  his  four  years  at  RN  Magazine,  the  publication 
won  seven  Jesse  H.  Neal  Awards  for  excellence  of  its  edito¬ 
rial  presentations. 

David  Williams  recently  joined  F&P  as  circulation  mar 
keting  director,  a  new  position. 

Williams  most  recently  served  as  director  of  circulation  at 
K-III  Directory  Corp. 

Prior  to  that,  he  served  as  corporate  circulation  director 
for  the  American  Journal  of  Nursing  and  has  also  held  exec¬ 
utive  positions  at  Simmons  Boardman  Publishing,  Chief  Ex¬ 
ecutive  Magazine,  Criminal  Justice  Publications,  and  Bill¬ 
board  Publications. 

Robert  Rivera  was  promoted  to  editorial  producrion  man¬ 
ager  and  Marlene  Hazzard  was  promoted  to  circulation  ful¬ 
fillment  manager. 

Carol  Blum  recently  joined  E&P  as  advertising  produc¬ 
tion  manager.  Prior  to  working  for  E&P,  Blum  was  produc¬ 
tion  manager  at  the  Baltimore  Jewish  Times  and  before  that 
was  with  the  Zionist  Organization  of  America. 

AP  board  approves 
assessment  hike 

THE  ASSOCIATED  PRESS  hoard  of  directors  approved  a 
2.9%  general  assessment  increase  for  1996.  The  increase  af¬ 
fects  AP’s  newspaper  and  broadcast  members  for  all  services. 

The  increase  will  he  effective  Jan.  28,  1996,  and  will  he 
combined  with  the  phase-in  of  the  new  newspaper  and 
broadcast  formulas  for  those  members  not  yet  at  their  appro¬ 
priate  assessment  level. 

Also,  the  increase  will  reflect  any  circulation  changes  for 
each  member. 

NNA  wants  in 
on  ABC  board 

THE  NATIONAL  NEWSPAPER  Association  has  sponsored 
a  candidate  for  the  weekly  newspaper  seat  on  the  Audit  Bu¬ 
reau  of  Circulations  board  of  directors. 

The  candidate  is  Thomas  Neri,  president  and  publisher  of 
Pioneer  Press  newspapers  and  executive  vice  president  of  the 
Chicago  Sun-Times  Group. 


Editor  &  Publisher 

U.S.  Media  Stock  Values 

1  (Weekly  Closing  Quotes) 

Stock  10/18/95  10/11/95  10/18/94  1 

A.H  BeloCorp.  (NY)* 

34.00 

32.50 

24.1875 

American  Media  Inc.  (NY)  ** 

5.125 

5.375 

9.375 

American  Publishing  Co.  (NDQ) 

12.875 

12.75 

12.00 

f'apital  C'ities/ARC  Inc.  (NY) 

116.75 

116.00 

77.75 

Central  Newspapers  Inc.  (NY) 

.30.125 

30.00 

28.25 

Dow  Jones  is.  C.o.  Inc.  (NY) 

35.50 

36.25 

29.875 

Gannett  Co.  Inc.  (NY) 

55.25 

54.50 

49.50 

1  C3ray  Communications  Sys.  (NY)  ***  20.50 

21.75 

9.833 

Harte-Hanks  Comm.  (NY) 

28.625 

28.125 

19.125 

Knighr-Ridder  Inc.  (NY) 

5T25 

57.25 

51.875 

Lee  Enterprises  Inr.  (NY) 

41.625 

41.875 

34.00 

Mc(  latchy  .Newspapers  Inc.  (NY) 

^.0.50 

21.375 

23.875 

Media  General  Inc.  (AM) 

31.75 

33.00 

27.50 

Multimedia  Inc.  (NDQ) 

44.125 

44.00 

29.50 

New  York  Times  Co.  (AM) 

30.00 

28.625 

21.625 

Pulitzer  Publishing  Co.  (NY)  * 

46.00 

48.125 

26.718 

E  W  Scripps  Co.  iNY) 

36.00 

35.125 

30.25 

Times  Mirror  1  .'o.  (NY)  ^ 

29.125 

29.75 

22  375 

Tribune  Co.  (NY) 

64.00 

62.50 

52  625 

Washington  Post  Co.  (NY) 

300.25 

301.00 

242.25 

1  *  Adjusted  for  2  for  1  stock  split  as  of  6/14/95 

1  **  Name  changed  from  Enquirer/Star  Group:  adjusted  for  $7  special  dividend  1 

1  payable  1/5/95 

1  **♦  Adjusted  for  3  for  2  sokU  split  as  of  10/5/95 

1  *  Adjusted  for  25%  stock  split  as  of  l/25/^5 

1  Adjusted  for  distribution  of  Cox  Commimiration^  shares  on  2/1/95  I 

1  Editor  &  Publisher 

1  Foreign  Media  Stock  Values 

1  ( Week  ly  Closing  Quotes ) 

Stock 

10/18/95  10/11/95 

10/18/94 

Hollinger  Inc.  (a) 

11.125 

11,125 

13.25 

News  Corp.  Ltd.  ADR  (c)  (d) 

20.75 

20  125 

16.416 

Pearson  Ltd.  (h) 

6.28 

6.02 

6.085 

Quebecor  Inc.  Class  A  (a) 

20.25 

19.875 

17.00 

Reuters  Holdings,  ADR  (c) 

54.875 

50.875 

44.625 

Southam  Inc.  (a) 

14.75 

14.00 

15.50 

Thomson  Corp.  (a) 

17.875 

17.50 

16.00 

Toronto  Sun  Puhli.shing  Corp.  (a) 

11.50 

11.50 

13.75 

Torstar  Corp.  (a) 

23.375 

21.25 

23.75 

(a)  Quotes  are  in  Canadian  dollars 

(b)  Quotes  are  in  Briti.sh  pounds 

(c)  Quotes  are  in  U.S.  dollars 

(d)  Adjusted  tot  2  for  1  stock  split  -  -  November  lb,  IIW 

Prepared  for  E^P  by  Schroder  Werrheim  &  Co.  Inc. 

Unabomb  text  was  incomplete 

THE  WASHINGTON  POST  belatedly  discovered  that  it 
had  inadvertently  dropped  72  words  from  the  Unahomber’s 
manifesto  it  published  as  a  special  section  Sept.  19. 

According  to  the  Post  -  -  which  ran  the  omitted  para¬ 
graphs  three  days  later,  when  the  omission  was  called  to  its 
attention  —  the  error  occurred  when  the  manuscript  was 
typed  into  the  paper’s  computer  system  and  was  not  caught 
by  copy  editors. 

San  Francisco  Chronicle  reporter  Kevin  Pagan  reportedly 
called  the  omission  to  the  Post’s  attention  after  he  compared 
the  Post’s  publication  to  the  PBI’s  copy  of  the  manuscript. 

The  correction  ran  on  page  A8. 
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9  Dead  Heat 
In  Denver 

In  the  eight  years  since  Times  Mirroi 
sold  the  Denver  Post  to  Dean  Single- 
ton,  the  newspaper  has  evolved  into  a 
formidable  competitor  of  the  Scripps 
Howard-owned  Rocky  Mountain  News 

13  Alternative  To 
Denver  Dailies 

Alternative  weeklies  have  made  a  spori 
out  of  criticizing  their  daily  counter 
parts.  Denver’s  Westirord  prefers  beat 
ing  to  berating  its  more  establishec 
competition. 

1  ^  lAPA  Reaffirms 

Free  Speech  Mission 


David  Lawrence  leads  U.S.  publishers 
and  editors  on  a  Latin  American  tour 
and  sets  a  three-part  plan  to  push  for 
hemispheric  press  freedom. 

1 9  Envisioning  Growth 

The  incoming  president  of  the  Inland 
Press  Association  says  the  group  is 
looking  to  expand,  but  not  to  muscle 
in  on  other  media  organizations  — 
even  though  it  now  has  members  from 
45  states. 

30  Times  Are 

Changing  At  The 
New  York  Times 

A  little  more  than  a  year  into  his  edi¬ 
torship,  Joe  Lelyveld  discusses  some 
improvements  the  paper  has  made  un¬ 
der  his  helm. 

34  Chrysler  Imposes  Ban 
On  Detroit  News 

Chrysler  brass  is  angered  over  a  story 
and  bans  reporters  from  the  company’s 
press  events. 
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1  5  Legal  —  Retired  news  editor  sues 
to  be  rehired 


1  8  Newspeople  in  the  News 

22  Advertising/Promotion  —  Full' 
page  personal  ads  are  the  talk  of  small 
Pa.  town;  Hispanic  media  group 
charges  unfair  ad  pricing  by  mainstream 
papers 

26  News  Tech  —  Death  and  faxes; 
Globe  looks  locally  to  manage  ad  flow; 
Digiflex  puts  Times  on  FasTrak 

32  Campus  Journalism  — Journal' 
ism  education  to  ‘disappear’  at  U .  of 
Michigan 

40  Syndicates/News  Services  — 
Consortium  formed  for  feature  delivery 

47  Classified 


DEPARTMENTS 

2  Calendar 

3  Stock  Tables 

6  Editorial 

7  Letters  to  the  Editor 


7  Newspaperdom 

1  O  Book  Reviews 

36  Ad  Data 

56  Shop  Talk  at  Thirty 
Remembering  where  you  came  from 
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James  Wright  Brown,  Chairman  of  the  Board,  1912-1959 

Robert  U.  Brown,  President,  Editor  Emeritus 
D.  Colin  Phillips,  Co-Publisher,  Advertising/Research 
Christopher  Phillips,  Co-Publisher,  Circulation/Production 
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Audit  Bureau 
of  Circulations 

Member 


Charter  Member, 
Audit  Bureau 
of  Circulations 
Member, 

National  Newspaper 
Association 
Newspaper  Association 
of  America 


ABP 


The  Oldest  Publishers  and  Advertisers 
Newspaper  in  America 


With  which  have  been  merged:  The  Journalist, 
established  March  22,  1884;  Neu^spaperdom, 
March  1892;  The  Fourth  Estate,  March  1,  1894; 
Editor  &  Publisher,  June  29,  1901; 
Advertising,  Jan.  22,  1925. 


®  The  Fourth  Estate 


Executive  Editor 
John  P.  Consoli 


Senior  Editor 


Strike  violence 

IT  APPEARS  TO  be  inevitable  that  during  a  lengthy  strike,  in  almost  any  in¬ 
dustry,  there  will  be  violence.  The  strike  against  the  Detroit  newspapers,  which 
has  been  in  progress  since  July  13,  is  no  exception. 

Three  bombs  were  exploded  at  the  newspapers’  distribution  center.  Fortu¬ 
nately,  no  one  was  injured  and  there  was  no  significant  property  damage.  It 
could  have  been  otherwise.  Certainly,  that  must  have  been  the  intent  of  the 
perpetrators,  otherwise,  why  do  it? 

Leaders  of  the  six  striking  unions  have  condemned  the  bombing,  which 
must  have  been  planned  and  executed  by  some  of  their  members.  They  should 
go  a  step  further  and  find  out  who  was  responsible.  Experience  over  the  years 
has  shown  that  violence  like  this  accomplishes  no  useful  purpose  in  labor  ne¬ 
gotiations.  If  anything,  it  worsens  the  relationship  between  the  parties.  Union 
leaders,  obviously,  cannot  control  the  individual  actions  of  their  members. 
They  never  have  been  able  to.  But  they  ought  to  try. 


George  Garneau 
Associate  Editors 
David  Astor,  Tony  Case, 
Dorothy  Giobbe,  Laura  Reina, 
Jim  Rosenberg,  William  Webb 
Midwest  Editor 
Mark  Fitzgerald 
Washington  Editor 
Debra  Gersh  Hernandez 
West  Coast  Editor 
M.L.  Stein 
Copy  Editor 
Jennifer  S.  Waber 
Advertising  Director 
Steven  A.  Townsley 
Sales  Representatives 
Richard  H.  Henrichs, 

Betsy  Maloney,  Robert  J.  Mathes, 
Peter  Solch 

Advertising  Production  Manager 
Carol  Blum 
Asst.:  Elisa  L.  Miller 
Classified  Advertising  Manager 
Shawn  Olson 
Asst.:  Hazel  Preuss 


What  took  so  long? 

IT  TOOK  ALMOST  a  year  for  California’s  attorney  general  to  decide  that  he 
would  not  prosecute  a  Pulitzer  Prize-winning  publisher  for  acting  like  a  news¬ 
man.  Everything  Dave  Mitchell  of  the  Point  Reyes  Light  did  in  taking  pictures 
at  a  local  school  yard,  which  was  being  used  to  shoot  a  movie,  was  legitimate 
and  within  his  First  Amendment  rights.  It  was  an  employee  of  the  movie  com¬ 
pany,  and  an  off-duty  policeman  working  for  him,  who  became  violent  in  try¬ 
ing  to  prevent  Mitchells’  photography. 

When  the  Marin  County  district  attorney’s  office  refused  to  prosecute 
Mitchell  for  his  alleged  sins  and  bucked  the  case  up  to  the  state  attorney  gen¬ 
eral,  it  shouldn’t  have  taken  a  year  for  him  to  make  a  decision.  It  should  have 
been  obvious. 


Trial  of  the  century? 

A  STORY  LAST  week  in  our  Media  History  series  suggests  to  us  that  the  la¬ 
bel  “Trial  of  the  Century,”  which  has  been  attached  to  the  O.j.  Simpson  trial, 
ought  to  be  put  in  cold  storage. 

It  was  90  years  ago  that  the  trial  of  Harry  Thaw  for  the  murder  of  Sanford 
White  was  called  the  “Trial  of  the  Century.”  It  had  everything.  The  Sacco- 
Vanzetti  trial  was  no  slouch.  Then  came  the  Leopold-Loeb  case,  the  Lindbergh 
kidnapping  and  Hauptmann  trial.  Not  to  mention  the  Manson  trial.  The  list 
can  be  expanded.  They  were  not  all  as  long  as  the  Simpson  trial,  but  each  in¬ 
spired  a  media  frenzy.  It  ran  its  course  and  the  news  always  returned  to  some¬ 
thing  approaching  normalcy.  We  hope  it  will  again,  now,  and  soon. 
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Letters  to  the  Editor 

Publisher  corrects  some 
inaccuracies  in  story 


AS  PLEASED  AS  we  were  to  see  the 
article  on  “Color  in  Coal  Town,”  fea¬ 
turing  the  importance  of  color  to  the 
Pottsville  (Pa.)  Republican  in  your 
Sept.  30  issue,  there  were  a  number  of 
inaccuracies  which  merit  appropriate 
correction: 

1  did  not  say  that  1  “like  color  on  the 
front  page,  but  only  when  there’s  a  col¬ 
or  ad  on  the  back  page,”  as  the  sub¬ 
head  suggests.  Rather,  on  several  occa¬ 
sions  1  emphasized  that  we  invested  in 
technology  to  enhance  our  ability  to 
provide  front-page  color  as  an  impor¬ 
tant  additive  to  our  heavy  local  news 
focus.  Given  our  press  configuration, 
we  can’t  always  accommodate  editorial 


Newspaperdom» 

50  YiARS  AGO  ...  Five  days 
after  he  had  issued  it.  General 
MacArthur  rescinded  an  order  cut¬ 
ting  by  about  a  third  the  number  of 
Allied  correspondents  in  Japan. 
Under  the  original  order,  represen¬ 
tation  of  the  American  press  would 
have  been  cut  to  five  correspon¬ 
dents  each  for  the  three  major  news 
services,  14  for  individual  news¬ 
papers,  eight  radio  men  and  15 
magazine  writers.  The  American 
press  services  were  also  limited  to 
three  each  in  the  Philippines  and 
one  each  in  Korea. 

It  was  stated,  unofficially,  that 
the  reason  for  the  cuts  was  the 
housing  shortage. 

Protests  by  the  British  and  Aus¬ 
tralian  press,  not  to  mention  the 
U.S.  media,  brought  a  request  to 
MacArthur  from  the  Wat  Depart¬ 
ment’s  Bureau  of  Public  Relations 
in  Washington  that  the  matter  be 
restudied.  The  quotas  were  re¬ 
moved  the  next  day. 

From  Editor  &  Publisher 
October  20,  1945 


full  color,  but  the  increased  use  of  col¬ 
or  by  our  advertisers  enables  us  to  in¬ 
sure  piggy-backing  front  page  color 
[and  often  sports]  on  those  days,  and  it 
is  a  non-negotiable  fixture  for  all  sec¬ 
tion  fronts  of  our  weekend  edition. 

Our  chief  photographer’s  name  is 
Tim  Leedy,  not  Jim. 

Jim  McDonald,  our  director  of  cor¬ 
porate  services,  is  not  my  “second-in- 
command.”  My  department  head  team 
works  together  with  and  without  my 
presence,  so  no  such  position  exists. 

Ron-Ton  is  not  “the  snack  food  com¬ 
pany  headquartered  in  York,  Pa.”  It  is  a 
major  department  store  retailer  head¬ 
quartered  in  York,  Pa.,  and  their  files 
sent  electronically  do  not  go  from  “AP’s 
AdSend  system  to  the  newspaper’s  AP 
Leafdesk,”  but  rather  are  sent  electron¬ 
ically  into  a  separate  AP  AdSend  Serv¬ 
er  and  are  then  transferred  into  our 
Macintosh  system  over  the  network. 
Once  in  the  Macintosh,  they  are  re¬ 
trieved  using  Adobe  Acrobat  software 
in  conjunction  with  QuarkXPress  soft¬ 
ware.  The  ad  is  then  exported  into  our 
Harris  system  for  automatic  placement 
onto  a  page. 

The  Blue  Coal  Co.,  subject  of  our 
Pulitzer  Prize-winning  series  was  not 
“Pottsville’s  largest  employer,”  it  was  in¬ 
stead  the  region’s  largest  anthracite 
producer,  which  was  deliberately  liqui¬ 
dated  in  the  late  1970s,  leaving  behind 


a  tremendous  financial  burden  on  state 
taxpayers. 

Uzal  Martz  Jr. 

Martz  is  president  and  publisher  of  the 
Pottsville  (Pa.)  Republican. 


Tomlinson  to  retire 
as  chairman  of  SFW 

DANIEL  TOMLINSON,  THE  chair¬ 
man  and  chief  executive  officer  of 
Sawyer  Ferguson  Walker  (SFW)  will  re¬ 
tire  Dec.  31,  1995.  No  immediate  suc¬ 
cessor  has  been  named. 

Tomlinson  has  been  with  SFW  for  39 
years,  and  has  served  as  chief  executive 
since  1992.  When  SFW  was  sold  in 
May,  Tomlinson  said  he  had  “no  specif¬ 
ic”  plans  to  leave  the  company.  Howev¬ 
er,  many  industry  observers  predicted 
that  he  would  leave  by  the  end  of  the 
year. 

Over  the  past  couple  of  years,  three 
major  newspaper  rep  firms  have  an¬ 
nounced  the  departures  of  longtime, 
senior-level  executives.  Last  year,  G. 
Kingsley  Anthony  stepped  down  as 
president  and  CEO  of  Newspapers 
First,  and  has  since  joined  the  Ameri¬ 
can  Newspaper  Network. 

More  recently,  states  Tompkins,  for¬ 
mer  chairman  and  CEO  of  Cresmer, 
Woodward,  O’Mara  &  Ormsbee,  retired 
from  day-to-day  operation  of  the  firm. 
Tompkins  now  works  for  Howard  Sloan 
Koller  Group,  a  publishing  industry  re¬ 
cruitment  firm. 

Tomlinson  said  he  has  no  immediate 
plans.  “Eventually,  1  plan  to  get  in¬ 
volved  with  literacy  programs,  but  no 
looking  at  someone  else’s  watch  and 
telling  them  what  time  it  is,”  he  said. 
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Dead  Heat 
In  Denver 


October  21, 1995 


In  the  eight  years  since  Times  Mirror  sold  the  Denver  Post  to 
Dean  Singleton,  the  newspaper  has  evolved  into  a  formidable 
competitor  of  the  Scripps  Howard-owned  Rocky  Mountain  News 


by  Tony  Case 

DENVER’S  ROCKY  MOUNTAIN 
News  couldn’t  have  been  flying  any 
higher  a  decade  ago. 

After  having  long  lagged  behind  the 
Denver  Post  in  circulation  and  adver¬ 
tising  business,  the  News  had  finally 
succeeded  in  beating  its  bitter 
crosstown  rival.  An  editor  at  the  paper 
boasted  at  the  time:  “There  aren’t 
many  markets  where  Avis  has  overtak¬ 
en  Hertz.” 

And  the  News  stayed  on  top 
throughout  the  1980s  —  while  at  the 
once-dominant  Post,  which  had  just 
converted  from  afternoon  to  morning 
publication,  losses  piled  up,  managers 
were  shifted  about  and,  ultimately, 
ownership  changed. 

But  today  the  two  dailies,  which 
constitute  one  of  the  country’s  last 
great  newspaper  competitions,  are  in  a 
virtual  dead  heat.  The  daily  circulation 
gap,  which  reached  over  100,000  five 
years  ago,  has  closed  to  about  34,000, 
and  the  Post  has  surpassed  the  News  in 
Sunday  circulation  and  display  ad 
linage.  ' 

According  to  the  latest  Audit  Bu¬ 
reau  of  Circulations  FAS-FAX,  for  the 
six  months  ended  March  31,  the  News 
sells  336,071  daily  copies,  compared 
with  the  Post’s  302,125. 

Even  though  the  News  maintained 
the  lead  position,  its  circulation  de¬ 
clined  3,401  from  the  previous  year, 
while  the  Post  gained  14,727. 

Last  spring,  the  Post  became  the 
biggest  Sunday  paper  in  Colorado  for 
the  first  time  in  seven  years  with  a  cir¬ 
culation  of  453,032,  up  10,378.  The 


Sunday  News,  on  the  other  hand,  grew 
by  only  277  copies,  to  449,550. 

The  Post  is  also  gaining  ground  in 
the  all-important,  six-county  metro¬ 
politan  area,  the  primary  target  of  ad¬ 
vertisers.  The  News  led  the  Post  in 
daily  metro  circulation  by  more  than 
100,000  copies  five  years  ago.  Today, 
while  the  News  is  still  ahead,  half  that 
amount  separates  the  papers. 

In  terms  of  advertising  inches,  the 
Post  has  slightly  more  than  half  of  the 
daily  newspapers’  share  of  display  ad¬ 
vertising,  according  to  New  York-based 


Competitive  Media,  which  measures 
linage  in  the  largest  U.S.  newspaper 
markets. 

The  News,  meanwhile,  leads  in  clas¬ 
sified  advertising  and  in  display  ad  rev¬ 
enue.  In  1994,  Competitive  Media  re¬ 
ported,  the  News  reaped  $174.6  million 
in  daily  and  Sunday  display  advertising 
dollars,  compared  with  the  Post’s 
$164.5  million. 

(The  Post  subscribes  to  Competitive 
Media,  but  the  News  does  not.  Eliza¬ 
beth  F.  Brenner,  senior  vice  president 
of  advertising  and  circulation  at  the 
News,  said  the  paper  stopped  using  the 
service  because  of  “flaws  in  their 
methodology.”  The  News,  according  to 
its  own  count,  has  a  60%  to  65%  share 
in  every  advertising  category.) 

“There’s  a  definite,  perceptual  swing 
in  what’s  going  on  in  Denver  that  can¬ 


not  be  denied,”  Kirk  MacDonald,  exec¬ 
utive  vice  president  and  general  man¬ 
ager  of  the  Post,  said  in  the  daily’s 
downtown  headquarters  during  the 
freak,  summertime  snowstorm  that  hit 
town  last  month. 

“This  is  unheard  of.  Rarely  do  you 
see,  if  ever,  a  newspaper  that  has  come 
back  from  such  a  tremendous  deficit 
daily.” 

But  one  has  to  wonder  why  Dean 
Singleton,  the  maverick  newspaper¬ 
man  who’s  known  for  buying  up  news¬ 
paper  properties  —  the  Houston  Post, 


Dallas  Times  Herald,  Paterson  (N.J.) 
News  and  the  Dispatch  of  Union  City, 
N.J.,  among  them  —  only  to  turn 
around  and  sell  or  shut  them  down, 
has  had  such  staying  power  at  the  Den¬ 
ver  Post  when  the  more  established 
Times  Mirror  Co.,  the  paper’s  previous 
owner,  couldn’t  cut  it  here. 

“I  think  they  tried,  like  a  lot  of  cor¬ 
porations,  to  throw  people  in  and  try 
to  turn  a  result  quickly,”  Post  president 
and  publisher  Ryan  McKibben  said  of 
the  Los  Angeles  Times  parent.  “You 
don’t  turn  a  newspaper  war  in  five 
years;  you  fight  them  over  decades. 
That’s  certainly  what  our  plan  is.  It’s  a 
10-year  plan  we  outlined  when  we 
bought  the  paper.” 

“Times  Mirror  really  believed  that 
the  newsroom  and  marketing  would 
win  the  war,”  said  Vernon  Mallinen, 


“We  cleaned  every  vice  president  out,  every  one  of 
them,”  McKibben  recalled. 
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facility  up  and  running.  By  all  accounts, 
the  plant,  which  enabled  the  paper  to 
produce  the  stand-alone  tabloid  sec¬ 
tions  it’s  so  proud  of,  as  well  as  the 
finest  color,  was  initially  a  drag  on  the 
paper. 

Technical  problems  reportedly 
dogged  the  new  plant  for  months,  inter¬ 
rupting  delivery  to  subscribers.  Some 
customers  were  said  to  have  received 
the  morning  paper  in  mid-afternoon. 
But  Strutton  says  the  kinks  have  been 
worked  out  and,  contrary  to  reports 
that  some  readers  find  the  newly  sec- 
tionalized  tabloid  unwieldy  and  confus¬ 
ing,  people  like  the  format. 

“When  you  look  at  the  paper  today 
and  the  advertising  volume  we’re  carry¬ 
ing,  without  sectionalizing  the  paper  we 
never  could  have  carried  that  kind  of 
volume,”  he  explained.  “Our  page  ca¬ 
pacity  would  have  been  256  pages.  Now 
on  weekends  and  holidays,  it  isn’t  all 
that  unusual  for  our  page  count  to  be 
400.” 

The  plant  start-up  also  is  believed  to 
have  hurt  the  profitability  of  the  News, 
though  Strutton  vehemently  disagreed 
with  this.  He  called  1994  “a  banner 
year”  and  predicted  1995  will  meet  or 
surpass  last  year. 

“$150  million  is  a  lot  of  money  —  it’s 
a  lot  of  money  to  anyone,”  he  said,  re¬ 
ferring  to  the  cost  of  the  printing  facili¬ 
ty.  “But  it  was  an  investment  in  the  fu¬ 
ture  that  1  think  is  already  paying  off, 
and  one  that  will  continue  to  do  so.” 

Strutton  also  denied  that  the  project 
had  affected  the  parent  company’s  prof¬ 
its. 

“Scripps  Howard  has  a  strong  bal¬ 
ance  sheet,  and  the  Denver  plant  has 
not  affected  what  they  do,”  he  said. 
“When  I’m  judged  by  Scripps  Howard, 
I’m  judged  by  how  we’re  doing  on  oper¬ 
ating  cash  flow.” 


who  worked  at  the  News  for  12  years  in 
advertising  and  marketing  posts  and 
now  is  vice  president  of  marketing  at 
the  Post.  “While  those  certainly  are 
components,  they  really  didn’t  have 
quite  the  circulation  execution  empha¬ 
sis  they  needed,  and  that  was  a  con¬ 
cern  for  the  customer.  The  one  that 
did  the  better  job  at  the  time  was  the 
one  that  was  growing.” 

The  10-year  plan  to  which  Mc- 
Kibben  reterred,  set  in  motion  after 
Singleton  and  business  partner 
Richard  Scudder  acquired  the  Post  in 
1987  for  $95  million,  called  for  the  usu¬ 
al  market  research  to  determine  what 
readers  wanted  from  the  paper  and  re¬ 
vamping  of  the  newspaper  product  ac¬ 
cordingly.  But  the  main  priority  was  to 
reverse  the  business  approach  taken  by 
the  previous  owner  and  stem  the  tide 
of  losses,  cut  the  fat  and  institute  a  sta¬ 
ble  management  structure. 

“We  cleaned  every  vice  president 
out,  every  one  of  them,”  McKibben  re¬ 
called.  “We  changed  the  culture  of  the 
organization  to  make  it  accountable  to 
itself.  The  Denver  Post  used  to  be  ac¬ 
countable  to  Times  Mirror:  You’d  lose 
a  million  a  month,  and  the  L.A.  Times 
would  send  you  a  million  a  month.” 

McKibben  also  points  out  that 
Times  Mirror  left  Singleton  with  a 
modern  printing  plant  and  circulation 
system,  which  “positioned  the  paper 
for  growth  prior  to  the  sale.  What 
needed  to  be  strengthened  was  our  fi¬ 
nancial  position,  our  editorial  product 
and  our  delivery  system.” 


O  Rocliy  Mountain  News 

- ^ - .,1  -  - r.y. 

Sweeping  welfare  Mil  OK’d 


D.  Strutton  attributes  his  paper’s  circu¬ 
lation  slide,  in  part,  to  a  change  in  the 
subscriber  billing  system. 

When  the  News  switched  from 
youth-carrier  collection  to  pay-by-mail, 
it  discovered  that  30,000  to  40,000  sub¬ 
scriptions  hadn’t  been  paid  for,  accord¬ 
ing  to  Strutton.  These  subscriptions 
were  immediately  eliminated. 

“We  made  a  conscious  decision  to 
cut  out  what  we  had  to  to  get  down  to 
the  hard-core  circulation,”  the  publish¬ 
er  said  in  an  interview  in  his  corner  of¬ 
fice,  overlooking  the  Denver  skyline 
and  white-capped  Rocky  Mountains  be¬ 
yond. 

Also  contributing  to  the  News’  circu¬ 
lation  drop  was  the  difficulty  it  had  in 
getting  its  new  E.W.  Estlow  production 


Making  money 

Although  newsprint  costs  have  cut 
into  newspaper  profits  nationwide,  both 
of  Denver’s  dailies  say  they’re  making 
money.  But  it’s  impossible  to  know  for 
sure  whether  this  is  the  case. 

Singleton’s  Affiliated  Newspapers  In¬ 
vestments  Inc.,  parent  of  the  Post,  is 
privately  held  and  doesn’t  put  out  rev¬ 
enue  figures.  But  according  to  docu¬ 
ments  filed  with  the  Securities  and  Ex¬ 
change  Commission,  the  company  had 
operating  profits  of  $34.9  million  be¬ 
tween  1989  and  1993  and  $20  million 
for  1993  alone. 

Scripps  Howard  of  Cincinnati,  own¬ 
er  of  the  News,  is  public  but  doesn’t 
break  out  information  about  the  prof¬ 
itability  of  its  individual  newspaper 
properties.  Scripps’  newspaper  division 
reported  first-half  profits  this  year  of 
$312.4  million. 

News  president  and  publisher  Larry 
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News  executives  admit  that  they  cut 
into  their  bottom  line  when,  in  June 
1993,  the  Sunday  paper’s  price  was 
slashed  from  75^  to  a  quarter. 

Strutton  said  the  newspaper  did  so 
because  he  learned  that  Post  telemar¬ 
keters  were  offering  the  Sunday  paper 
to  News  subscribers  for  250. 

“My  attitude  in  life  has  always  been, 
if  you  want  dark.  I’ll  give  you  midnight,” 
the  publisher  said.  “If  you  want  to  try  to 
sell  to  our  customers  for  a  quarter,  then 
we’ll  sell  to  everybody  for  a  quarter  on 
the  newsstand.” 

Advertising  and  circulation  head 
EditoriSfPublisher  •  October  21,  1995 


iNsiDt  Clidon^  ntissioii 


i  P/SLgct$ 
;  deubiU 
ofheirith 


I 


Contributing  to  the  Netvs’  circulation  drop  was  the  difficulty  the  paper  had  in  getting  its  new  E.W.  Estlow  production  facility 
up  and  running.  Publisher  iMrry  D.  Strutton  says  the  kinks  have  been  worked  out. 


Brenner  argued  that  the  move  paid  off. 
“You  put  it  out  in  the  marketplace  for  a 
quarter,”  she  said,  “and  a  lot  of  people 
who  haven’t  seen  it  are  going  to  try  it.” 

She  maintained  that  even  after  the 
News  ended  the  Sunday  sampling  pro¬ 
gram,  raising  the  price  to  50^,  the  paper 
retained  30%  of  its  new  customers. 

The  Post,  which  also  had  sold  for  75^ 
on  Sunday,  didn’t  meet  the  News’  quar¬ 
ter  offer  because,  MacDonald  said,  the 
paper  determined  it  would  be  a  bad 
business  move.  He  alleged  that  the  tab’s 
gimmick  represented  a  seven-figure 
giveback  to  the  marketplace  in  terms  of 


"Scripps  Howard  has  a  strong  balance 
sheet,  and  the  Denver  plant  has  not 
affected  what  they  do.  When  I’m  judged 
by  Scripps  Howard,  I’m  judged  by  how 
we’re  doing  on  operating  cash  flow.” 

—  Larry  D.  Strutton,  publisher. 

Rocky  Mountain  News 


circulation  revenue  losses  and  market¬ 
ing  costs.  Published  reports  put  the 
News’  circulation  loss  at  $300,000. 

By  that  autumn,  the  Sunday  News 
was  back  up  to  75^.  But  in  August  1994, 
the  paper  was  at  it  again,  lowering  its 
Sunday  price  to  50^.  This  time,  the 
Post  took  the  bait,  and  today  both  pa¬ 
pers  sell  for  an  unbelievable  500  on 
Sunday. 

“For  competitive  reasons,  we  decided 
we  weren’t  going  to  let  [the  Neu;s]  buy 
the  marketplace  that  way,”  MacDonald 
said. 

Different  formats 

It’s  odd  enough  to  find  a  daily  tabloid 
in  this  part  of  the  country  —  the  genre 
is  more  typical  of  big  industrial  centers 
like  New  York  and  Chicago  —  and  a 
tab  with  breakaway  sections  is  really 
unheard  of.  But  even  the  News’  com¬ 
petitors  concede  that  the  book  format, 
while  unusual  for  these  parts,  is  popular 
with  readers. 

“They  probably,  and  rightly  so,  con¬ 
sider  their  format  a  strength,”  MacDon¬ 
ald  said.  “Their  core  readers  like  their 
format,  and  more  than  half  of  them  say 
it’s  the  primary  reason  they  subscribe  to 
the  paper.” 

MacDonald  is  quick  to  tout  the  Post’s 
more  traditional  format.  “Obviously,  we 
have  a  format  strength  also,  and  all  the 
perceived  benefits  and  real  benefits  of  a 
broadsheet,”  he  said.  “In  other  markets, 
the  format  is  the  same,  and  it  is  a  major 
factor  here.” 

During  the  oil  boom  of  the  late  1970s 
and  early  1980s,  Denver  witnessed  a 
population  explosion,  and  the  broad¬ 
sheet  format  was  thought  to  be  more 
appealing  to  these  newcomers.  Post 
marketing  man  Mallinen  noted.  Mean¬ 
while,  the  News  thrived.  Now  the  area 


is  seeing  another  mass  migration,  and 
the  Post  is  making  headway. 

“I  think  the  best  field  performance 
won  the  first  time,  and  the  best  field 
performance  is  winning  this  time,”  he 
said.  “I  still  think  the  way  the  papers 
perform  on  the  field  in  the  long  run 
will  determine  which  paper  will  win 
this  newspaper  war.” 

Battle  for  readers 
Both  newspapers  claim  to  be  attract¬ 
ing  more  of  the  area’s  new  white-collar 
residents.  The  Post,  in  an  information 
packet,  bills  itself  as  the  newspaper  of 


“I  happen  to  believe  that,  for  the  most 
part,  there’s  a  lot  of  waste  and  a  lot  of 
fat  in  metropolitan  newspapers  today.  I 
see  what  we  produce  with  200  full-time 
employees,  and  I  see  what  Philadelphia 
produces  with  500.” 

—  Ryan  McKibben,  publisher, 

Denver  Post 
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“I  think  I’m  like  every  other  editor  in 
America  in  that  I’d  like  to  have  more 
staff,  but  I  think  we  have  enough  to 
get  the  job  done.” 

—  Bob  Burdick,  editor. 

Rocky  Mountain  News 


college-educated  executives.  It  goes  on 
to  claim  that  the  News  reaches  more 
“high  school  dropouts”  and  “blue-collar 
workers.” 

News  vice  president  of  marketing 
and  public  relations  Linda  Sease 
replied,  “Since  only  20%  of  Denver’s 
population  is  classified  as  blue-collar, 


editor,  put  the  focus  on  local  coverage. 

Both  papers  still  cover  the  globe. 
Each  subscribes  to  the  New  York 
Times  News  Service,  which  the  Post 
used  to  have  exclusively  and  News  just 
started  using. 

“The  executives  at  the  Denver  Post 
were  trying  to  make  Denver  into  some¬ 
thing  it  wasn’t,”  Westergaard  said  of 
the  old  guard.  “They  were  trying  to 
make  it  into  Dallas,  because  they  saw 
so  many  similarities  between  the 
economies,”  both  of  which  are  rooted 
in  the  oil  business. 

“We  are  what  we  are,”  the  editor 
continued.  “We’re  Denver,  Colorado. 
We  have  much  to  be  proud  of  and  the 
newspapers  reflect  that.” 

Stuart  Steers,  who  covered  the  news¬ 
paper  war  for  the  Denver  Business  Jour- 
nal  before  moving  to  the  alternative 
weekly  Westword  a  few  weeks  ago, 
charged  that  Times  Mirror  really 
“botched  things”  editorially  at  the  Post. 

“People  here,  like  in  most  cities,  want 
to  read  local  news,”  Steers  said.  “During 
those  years,  the  News  was  strong  in  lo¬ 
cal  coverage  and  they  benefited.  This 
was  one  of  the  things  that  helped  them 
build  up  the  sizable  lead  they  had  at  the 
time.” 

(Times  Mirror  spokeswoman  Martha 
Goldstein  responded  to  the  remarks 
made  about  the  company  with  this 
statement:  “We  are  very  proud  of  the 


i  he  Post,  in  an  information  packet,  bills  itself  as 
the  newspaper  of  college^educated  executives.  It 
goes  on  to  claim  that  the  News  reaches  more  “high 
school  dropouts”  and  “blue-collar  workers.” 


we  couldn’t  have  our  circulation  num¬ 
bers  and  be  a  blue-collar  paper.” 

“Yes,  we  do  have  more  blue-collar 
readers  than  they  do,”  added  Strutton, 
“because  we  have  more  of  everything 
than  they  do.” 

What’s  news? 

On  the  news  side,  the  Post’s  attempt 
at  wooing  Denver’s  young,  affluent 
readership  by  concentrating  on  na¬ 
tional  and  international  news  —  start¬ 
ed  under  Times  Mirror  —  was  aborted. 
Today  both  the  Post,  under  executive 
editor  Neil  Westergaard,  and  News, 
which  just  brought  aboard  Bob  Burdick 
from  the  Los  Angeles  Daily  News  as 


numerous  achievements  that  were 
made  under  Times  Mirror’s  manage¬ 
ment.  These  included  regaining  the 
Sunday  circulation  lead,  building  a 
state-of-the-art  printing  plant  and  im¬ 
proving  the  quality  of  journalism  at  the 
Denver  Post.”  Goldstein  noted  that  in 
1986  the  paper  won  the  coveted 
Pulitzer  Prize  Gold  Medal  for  public  ser¬ 
vice.) 

According  to  McKibben,  the  Post’s 
investment  in  its  news  department  has 
increased  every  year  since  Singleton 
took  over  and,  in  the  face  of  sky-high 
newsprint  increases,  the  newshole  has 
actually  grown  in  recent  years. 

But  the  paper  is  hardly  the  spend¬ 


“We  are  what  we  are.  We’re  Denver, 
Colorado.  We  have  much  to  be  proud 
of  and  the  newspapers  reflect  that.” 
—  Neil  Westergaard,  executive  editor, 
Denver  Post 


thrift  it  was  under  Times  Mirror,  which 
is  seeing  its  own  major  retrenchment 
under  new  chief  executive  Mark  H. 
Willes. 

“Dean  [Singleton]  clearly  believes, 
and  it’s  certainly  the  thought  here,  that 
you  need  to  be  viable,”  McKibben  said. 
“The  way  you’te  viable  is  to  have  news¬ 
papers  that  are  lively  and  relevant  and 
exciting.  He  probably  has  a  different 
point  of  view  of  productivity  in  news¬ 
rooms,  especially  at  metropolitan  news¬ 
papers  —  and  1  won’t  even  say  just 
newsrooms. 

“1  happen  to  believe  that,  for  the 
most  part,  there’s  a  lot  of  waste  and  a 
lot  of  fat  in  metropolitan  newspapers 
today,”  he  went  on.  “1  see  what  we  pro¬ 
duce  with  200  full-time  employees,  and 
1  see  what  Philadelphia  produces  with 
500.” 

Editor  Westergaard  noted  that  Times 
Mirror,  with  its  deep  pockets,  produced 
some  quality  journalism  at  the  Post. 
But,  he  contended,  “thete  is  a  certain 
sharpness  that  develops  when  you  don’t 
have  unlimited  funds.  You  make  smarter 
decisions  about  how  you’re  going  to  de¬ 
ploy  people.  It  forces  you  to  think: 
What  is  the  best  way  to  get  this  story? 
How  many  people  do  we  need  to  do  the 
job  our  readers  deserve?  I’m  very  proud 
of  the  quality  of  our  newspaper,  and 
we’re  always  striving  to  make  it  better” 

“We  cover  local  news  better  than 
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An  alternative  to 
the  Denver  dailies 


Westward  enjoys  going  up  against 
its  more  established  competition 


ALTERNATIVE  WEEKLIES  HAVE 
made  a  sport  out  of  criticizing  their 
daily  counterparts.  But  Denver’s  West- 
word  prefers  beating  to  berating  its 
more  established  competition. 

“I  think  a  lot  of  alternative  papers 
make  the  mistake  of  defining  them¬ 
selves  as  being  against  someone  else  or 
defining  themselves  against  the 
dailies,”  Patricia  Calhoun,  Westword’s 
editor  and  founder,  said  in  a  recent  in¬ 
terview  in  her  cluttered,  loft-like  office 
in  the  city’s  warehouse  district.  “In  our 
case,  that’s  not  enough.  We  want  peo¬ 
ple  to  pick  up  Westward  and  have  it  be 
something  that  covers  the  city  for 
them,  whether  or  not  they  ever  read 
the  dailies.” 

Calhoun  believes  the  weeklies  err  in 
passing  judgment  on  the  job  their  ri¬ 
vals  do,  and  then  thinking  that’s  the 
equivalent  of  doing  their  own  report¬ 
ing. 

Westward  goes  head-to-head  with 
the  Denver  Post  and  Rocky  Mountain 
News  on  local  stories  and  has  shown 
up  the  other  guys  on  more  than  one 
occasion. 

Recently,  it  scooped  the  dailies  on  a 
story  that  made  national  news:  the 
malfunctioning  baggage  system  at  Den¬ 
ver’s  new  multibillion-dollar  airport. 

One  of  the  metros  ran  an  article  im¬ 
plying  that  a  test  run  of  the  computer¬ 
ized  bag  carrier  had  gone  off  without  a 
hitch.  In  fact,  it  was  eating  suitcases. 

Calhoun  thinks  the  dailies,  playing 
cheerleaders  of  the  community,  missed 
the  boat  in  their  coverage  of  the  prob¬ 
lem-plagued  airport. 

“It’s  interesting  that  the  dailies  fell 
so  into  booster  ism  for  the  new  airport,” 
she  said.  “Let’s  face  it:  Whenever  you 
have  a  $1.7  billion  project,  there  are  a 
lot  of  stories  there  —  somewhere 
there’s  going  to  be  some  money  slip¬ 
ping  through  the  cracks.  But  $5 
billion?  There  are  a  lot  more  stories 
there.” 

(See  Denver  on  page  43)  Westward  was  also  first  to  disclose 


“Morale  in  newsrooms  is  not  an  easy 
thing  to  achieve.  If  people  want  to  say 
things  about  that,  there’s  not  a  lot  I 
can  say  in  response.  I’m  not  a  believer 
that  you  turn  the  newspaper  over  to 
the  staff;  there  has  to  be  leadership.” 
—  Jay  Ambrose,  former  editor. 

Rocky  Mountain  News 


anybody,”  Burdick  said,  “and  I  think  we 
continue  to  improve.  We  clearly  put 
more  emphasis  on  local  news  than  the 
Denver  Post.” 

According  to  Burdick,  the  News  has 
“respect  for  the  readers,  who  are  busy 
people  like  we  are.  We  put  the  news  at 
the  top  of  the  story,  which  is  something 
newspapers  seem  to  have  gotten  away 
from.  Our  window  of  opportunity  is 
when  somebody’s  head  comes  off  the 
pillow  until  they  leave  for  work.  We  try 
to  organize  the  paper  and  edit  it  tight- 


that  the  city  of  Denver  had  tried  to 
lure  Alaska’s  financially  troubled 
MarkAir  airline  with  a  $30  million  in¬ 
centive  package. 

“That’s  a  story  that  should  be  so  ob¬ 
vious  to  the  dailies,”  Calhoun  said, 
“but  they  didn’t  do  it.” 

The  Post  and  News,  in  Calhoun’s 
view,  wrongly  subscribe  to  the  newspa¬ 
per  industry’s  “dumbing  down  trend,” 
with  their  “short  stories  and  sprightly 
graphics.”  But  the  editor  says  they 
shouldn’t  underestimate  their  readers. 

“I  think  people  in  Denver  are  very 
intelligent,  no  matter  what  line  of 
work  they’re  in,”  she  said.  “They’re  in¬ 
terested  in  the  city  and  they  like  to 
read,  and  they  want  more  depth  than 
they’re  getting  in  the  dailies.” 

The  smart,  well-read  populace  aside, 
Calhoun  is  amazed  Denver  supports 
two  dailies.  For  most  of  the  17  years 
the  Chicago  native  has  lived  here,  ei¬ 
ther  the  Post  or  News  has  been  on  its 
last  leg. 

A  decade  ago,  the  Post  was  “limping 
along,”  Calhoun  noted,  but  the  broad¬ 
sheet  boosted  its  circulation  and  im¬ 
proved  its  news  product. 

“The  newspaper  war  was  the  News’ 
to  win,  and  it  just  kind  of  lost  the  mo- 


(See  Alternative  on  page  44) 
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lAPA  Reaffirms 
Free  Speech  Mission 

Lawrence  leads  U.S.  publishers,  editors  on  Latin  American  tour; 
sets  three'part  plan  to  push  for  hemispheric  press  freedom 


IN  AN  AGE  when  instantaneous  digi¬ 
tal  communications  link  the  world  ever 
more  tightly,  Miami  Herald  chairman 
and  publisher  David  Lawrence  Jr. 
called  on  the  Inter  American  Press  As¬ 
sociation  to  take  a  stronger  lead  on 
free  speech  and  set  a  blueprint  for  do¬ 
ing  so. 

Speaking  at  the  organization’s  51st 
general  assembly,  in  Caracas,  Ven¬ 
ezuela,  the  incoming  lAPA  president 
said  the  prevalence  of  communications 
technology  makes  freedom  of  speech 
even  more  important  for  the  hemi¬ 
sphere’s  35  nations  and  nearly  three 
quarters  of  a  billion  people,  because  in 
the  end,  “newfangled  technologies 
matter  less  than  our  freedom  to  com¬ 
municate.  For  all  its  wonders  and  ad¬ 
vantages,  technological  revolution  can¬ 
not  make  the  means  superior  to  the 
ends.” 

Lawrence  held  up  Miami  as  a  model 
of  the  entire  hemisphere  —  its  promise 
and  peril  —  while  conceding  that  even 
with  its  diversity  as  a  crossroads  of  the 
Americas,  Miami’s  troubles  pale  in 
comparison  to  problems  elsewhere. 

Too  often,  he  said,  “We  take  for 
granted  the  freedom  that  is  so  fre¬ 
quently  at  risk  to  the  south  of  us.” 

With  democracy  ascendant  in  the 
region,  Lawrence  has  been  inspired  on 
his  journeys  to  contemplate  the  mean¬ 
ing  of  freedom  —  and  its  fragility. 

He  has  also  realized  that  overcoming 
dictatorships  “is  just  the  first  step  in 
the  democratization  process.  No 
democracy,  even  one  more  than  two 
centuries  old  such  as  the  United 
States’,  is  guaranteed.  We  all  must  work 
at  strengthening  it,  perfecting  it,  de¬ 
fending  it  from  its  enemies.” 

But  why  make  the  point  in  Ven¬ 
ezuela?  Or,  as  one  newspaper  executive 
wrote,  “Why  on  earth  would  an  orga¬ 
nization  that  espouses  civil  rights  and 
free  press  meet  in  a  country  which  has 
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“If  we  aspire  to  form  part  of  one  vast 
community,  we  have  to  do  our  utmost  as 
journalists  and  newspapers  to  establish 
meaningful  links,  to  bring  our  peoples 
closer  together.” 

—  David  Lawrence,  chairman  and  pub' 
Usher,  Miami  Herald,  and  incoming 
president.  Inter  American  Press  Associ¬ 
ation. 


so  cynically  demolished  fundamental 
rights?” 

On  behalf  of  IAEA,  which  has  made 
a  point  “to  gather  in  the  lion’s  den  of 
demagoguery,”  Lawrence  said  “it  is 
more  courageous  to  carry  the  message 
of  freedom  directly  to  the  places  that 
need  it  the  most  than  it  is  to  shout  the 
message  from  places  where  it  is  not 
threatened.” 

And  he  did  not  mince  words  in  call¬ 
ing  Venezuela  such  a  lion’s  den,  a  na¬ 
tion  of  formerly  durable  democracies 
recently  racked  by  failed  coups,  a  pres¬ 
ident  forced  to  resign  in  disgrace  and 
suspension  of  constitutional  guaran¬ 


tees.  Any  government  action  against 
the  press,  Lawrence  notified  Venezue¬ 
lan  president  Raphael  Caldera,  “is  a 
move  against  the  people,  their  needs, 
their  aspirations.  Democracy  can  nev¬ 
er  be  strengthened  by  weakening  con¬ 
stitutional  guarantees.  Shackling  jour¬ 
nalists  with  self-defeating  press  laws 
undermines  civil  society  and  the  rule 
of  law.” 

Lawrence  called  on  Venezuela  to 
eliminate  its  recently  enacted  colegio 
laws,  requiring  journalists  to  be  li¬ 
censed,  on  the  grounds  such  laws 
harken  to  the  days  when  freedom  of 
speech  was  a  privilege  allowed  by  gov¬ 
ernment  whim. 

To  be  sure,  the  hemisphere  has  made 
great  progress  in  the  last  three 
decades.  When  leaders  of  the  Western 
Hemisphere  met  in  Uruguay  in  1967, 
there  were  10  non-democratic  nations 
in  the  region. 

In  contrast,  only  one,  Cuba,  was 
non-democratic  when  the  Summit  of 
the  Americas  met  last  year  in  Miami 
at  a  time  when  the  hemisphere  was 
largely  at  peace,  instead  of  torn  by 
conflict. 

The  summit  last  year  started  a 
process  aimed  at  strengthening  democ¬ 
racy,  economic  integration,  free  trade, 
sustainable  development  and  environ¬ 
mental  conservation  —  and  simultane¬ 
ously  eradicating  poverty  and  discrim¬ 
ination. 

For  his  part,  Lawrence  —  while  not 
equating  freedom  of  speech  with  the 
basic  need  for  food,  clothing  and  shel¬ 
ter  —  nonetheless  linked  them,  saying 
“no  less  fundamental  is  the  right  to 
speak  up,  with  a  government  that  is 
accountable  to  all  its  citizens.” 

The  fact  that  press  freedom  is  “ab¬ 
solutely  essential  to  democracy,”  in¬ 
spired  Lawrence  to  express  sweeping 

(See  lAPA  on  page  39) 
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Retired  news  editor 
sues  to  be  rehired 

Former  Ann  Arbor  News  assistant  metro  editor, 
who  took  disability  retirement  when  a  stroke 
left  him  a  quadriplegic,  wants  his  job  back 


by  Mark  Fitzgerald 

A  FORMER  ANN  Arbor  (Mich.) 
News  assistant  metro  editor  —  who 
took  disability  retirement  when  a 
stroke  left  him  a  quadriplegic  at  the 
age  of  45  —  is  suing  to  get  his  job 
back. 

Owen  Eshenroder  filed  suit  in  Au¬ 
gust  against  the  News  charging  the  pa¬ 
per  violated  the  Michigan  Handicap- 
per’s  Civil  Rights  Act  by  actions  it  took 
when  he  applied  for  his  old  job  in  Feb¬ 
ruary  of  1994.  The  state  Handicapper’s 
Civil  Rights  Act  is  similar  to  the  feder¬ 


tirely.  Publisher  David  Weirman  said  in 
a  telephone  interview  that  because  of 
the  pending  litigation,  the  newspaper 
would  not  make  any  comments  at  all. 

Owen  Eshenroder  had  worked  at 
the  Ann  Arbor  News  for  nearly  19 
years  and  was  assistant  metro  editor 
and  chief  of  the  Ypsilanti  bureau  when 
he  awoke  with  a  sore  neck  on  the 
morning  of  June  15,  1993  —  and  went 
into  a  seizure  that  left  him  permanent¬ 
ly  paralyzed. 

Though  he  had  no  warning  signs, 
Eshenroder  had  suffered  a  stroke  of  the 
brain  stem  —  a  “bolt  right  out  of  the 


The  newspaper  denies  the  claim  entirely.  Publisher 
David  Weirman  said  in  a  telephone  interview  that 
because  of  the  pending  litigation,  the  newspaper 
would  not  make  any  comments. 


al  Americans  with  Disabilities  Act. 
Unlike  the  federal  act,  however,  the 
state  law  allows  Eshenroder  to  simulta¬ 
neously  pursue  a  claim  in  both  court 
and  before  the  Michigan  Civil  Rights 
Commission. 

Eshenroder  maintains  the  newspa¬ 
per  unlawfully  denied  him  employment 
though  he  is  qualified  and  able  to  per¬ 
form  all  its  duties  with  only  reasonable 
accommodations  for  his  disability.  Esh- 
enroder’s  suit  notes  that  he  performed 
free-lance  editing  for  the  paper  during 
his  retirement.  Further,  Eshenroder 
says  that  at  the  time  of  his  retirement, 
editors  assured  him  that  when  he  be¬ 
came  able  to  work  again,  it  would  be  a 
simple  matter  of  paperwork  to  take 
him  back. 

The  newspaper  denies  the  claim  en¬ 


blue,”  in  his  own  words,  that  most  of¬ 
ten  kills  its  victims. 

It  took  months  of  daily  rehabilita¬ 
tion  work  for  Eshenroder  to  regain  the 
power  of  speech  and  some  limited  use 
of  his  right  arm. 

Now  48,  he  uses  and  controls  a  mo¬ 
torized  wheelchair  and  he  can  type  on 
a  standard  keyboard  with  the  aid  of  an 
arm  support. 

Eshenroder  says  he  did  not  want  to 
retire  from  the  News,  but  was  essen¬ 
tially  forced  to  by  economic  reality. 

“Basically,  1  was  presented  with  the 
choice  of,  either  you  take  disability  re¬ 
tirement  or  you  have  no  more  income 
stream  from  the  Ann  Arbor  News,  no 
pension,”  he  said  in  a  telephone  inter¬ 
view. 

“We  talked  about  my  desire  to  re¬ 


turn  to  work  if  that  were  ever  feasible 
.  .  .  [and]  1  was  told  that  unretiring,  if 
you  will,  was  kind  of  a  paperwork  shuf¬ 
fle.  It  was  done  strictly  for  financial 
reasons  and  did  not  preclude,  1 
thought,  the  possibility  of  unretiring,” 
Eshenroder  said. 

As  he  progressed  in  his  rehab,  he 
began  to  take  on  some  free-lance  edit¬ 
ing  assignments  from  the  News,  and  he 
wrote  a  first-person  story  about  his  or¬ 
deal  that  won  the  newspaper’s  month¬ 
ly  internal  writing  award. 

Eshenroder  says  he  had  frequent 
conversations  with  his  former  direct 
supervisor,  metro  editor  Rick  Fitzger¬ 
ald,  about  his  desire  to  return  to  work. 

“1  knew  they  could  not  create  a  job 
out  of  thin  air  or  sympathy  for  me.  It 
would  have  to  he  a  job  that  opened 
up,”  Eshenroder  said. 

As  it  happened,  his  old  job  did  open 
up  in  January  of  1994.  Eshenroder  says 
he  talked  with  Fitzgerald  and  Ann  Ar¬ 
bor  News  editor  Ed  Petykiewicz  about 
the  accommodations  that  might  he  re¬ 
quired  to  return. 

But  soon,  Eshenroder  says,  his  for¬ 
mer  colleagues’  encouraging  words 
took  on  a  more  pessimistic  tone. 

“Ed  Petykiewicz  said  to  me,  ‘Owen,  1 
really  don’t  have  any  questions  about 
your  editing  ability.  What  I’m  con¬ 
cerned  about  is  how  you  would  inter¬ 
act  both  with  the  newsroom  staff  and 
the  public  at  large.’  1  told  him  that,  as 
far  my  relationship  with  the  newsroom 
and  public,  not  only  could  1  do  it,  but  1 
thought  it  would  he  good  for  both  me 
and  the  Ann  Arbor  News,”  Eshenroder 
said. 

But,  according  to  Eshenroder,  the 
editor  brought  up  other  objections: 
The  wheelchair-using  former  editor 
would  have  a  lack  of  mobility  in  the 
newsroom,  and  could  not  leave  quickly 
to  cover  a  major  breaking  story.  There 
were  also  concerns  about  how  his  per¬ 
sonal  assistant  would  work  out  in  the 
newsroom. 

Eshenroder’s  voice,  too,  might  be  a 
problem,  he  says  the  editors  suggested. 

In  the  weeks  that  followed,  Eshen¬ 
roder  says  he  began  to  believe  that  the 
objections  were  really  based  on  bias. 

The  question  about  how  the  public 
might  react  to  him  “was  the  sort  of 
question  a  white  employer  40  years  ago 
might  have  asked  a  black  [applicant],” 
he  said.  BE^P 
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Envisioning 
More  Growth 

Incoming  president  of  Inland  Press  Association  says  the  group 
is  looking  to  expand,  but  not  to  muscle  in  on  other  media 
organizations  —  even  though  it  now  has  members  from  45  states 


by  Mark  Fitzgerald 

WHEN  DANIEL  BAUMANN  was 
getting  his  undergraduate  and  graduate 
degrees  from  the  University  of  Wiscon¬ 
sin  at  the  height  of  the  Cold  War,  he 
studied  the  Russian  language  and  soci¬ 
ety  —  dreaming  of  becoming  a 
Moscow  correspondent. 

“Nobody  told  me  that  you  just  don’t 
graduate  and  become  a  Moscow  corre¬ 
spondent,”  he  said  in  an  interview  the 
other  day. 

Baumann  didn’t  become  a  Moscow 
correspondent.  Instead,  he  worked  on 
a  couple  of  small  papers  before  joining 
Paddock  Publications  in  1964,  where 
he  took  an  increasingly  key  role  in  its 
transformation  from  a  small  group  of 
weeklies  into  the  Arlington  Heights, 
III. -based  publisher  of  the  Daily  Her' 
aid,  a  130,000-circulation  daily  that  is 
the  fastest-growing  paper  in  the  Chica¬ 
go  suburbs. 

But  Baumann’s  college  language 
training  stood  him  in  good  stead  a  few 
years  ago  when  he  chanced  upon  some 
Russian  officials  on  a  trip  to  Cuba  with 
Inland  Press  Association  members  — 
and  the  ambitious  dreaming  is  definite¬ 
ly  still  on  Baumann’s  agenda  as  he  be¬ 
comes  the  92nd  president  of  Inland  at 
its  110th  annual  meeting  in  Chicago 
Oct.  22-24. 

As  Baumann  takes  over  the  leader¬ 
ship  of  a  growing  association,  he  says 
he  is  determined  to  keep  Inland  ex¬ 
panding  by  offering  services  “ahead  of 
newspaper’s  needs.” 

“Inland  has  to  keep  moving  ahead  if 
it  is  to  keep  growing,”  Baumann  said. 

Inland’s  board  of  directors,  borrow¬ 
ing  the  “visioning”  concept  the  Na¬ 
tional  Newspaper  Association  inaugu¬ 
rated  a  couple  of  years  ago,  has  ap¬ 
pointed  a  small  group  of  publishers  to 


“I  think  it’s  that  Inland  attracts  family- 
owned  newspapers  ....  Inland  doesn’t 
go  out  to  get  members  in  the  South  or 
Northeast,  but  it  does  appeal  to  family 
owners.” 

—  Daniel  Baumann,  incoming 
president,  Inland  Press  Association 


develop  new  services  based  on  a  survey 
last  spring  of  member  newspapers. 

“Our  members  see  room  to  add  or 
upgrade  services  in  a  number  of  areas, 
including  technology,  classified  ads, 
editorial  and  production,”  Baumann 
said. 

Already,  for  instance.  Inland  has 
lined  up  a  grant  from  the  McCormack 
Foundation  to  fund  research  into 
newspaper  information  technology. 

“Inland  needs  to  find  a  role  [in  tech¬ 
nology]  and  perhaps  we  can  do  it  by 
providing  ideas  and  information  to 
members,”  Baumann  said. 


Baumann  adds  Inland  intends  to 
provide  better  services  for  its  growing 
number  of  weekly  newspaper  members 
—  after  all,  it’s  been  eight  years  since 
Inland  Press  Association  officially 
dropped  the  “Daily”  from  its  name  — 
and  to  draw  large  dailies  closer  to  the 
organization. 

“We  already  have  a  number  of  big 
dailies,  but  we  would  kind  of  like  to  see 
more  participation  from  them,”  Bau¬ 
mann  said. 

In  general,  though,  Baumann  says 
he  finds  himself  in  the  happy  situation 
of  a  man  about  to  take  the  reins  of  an 
association  full  of  contented  members. 

“Members  said  good  things  about 
Inland  in  the  survey:  Inland  is  seen  as 
cost-effective,  a  nuts-and-bolts  organi¬ 
zation  that  is  very  practical,”  Baumann 
said.  “We  are  [an  association]  that  is 
run  by  volunteers  rather  than  a  large 
professional  staff,  but  it  was  very  good 
to  see  the  rating  of  the  professional 
staff  was  quite  high.” 

Inland  has  shown  an  ability  to  grow 
in  good  times  and  bad,  and  1995  has 
been  no  exception. 

Newspaper  membership  is  up  8%  for 
the  year,  Baumann  reports,  with  412 
dailies,  120  weeklies  and  106  associate 
memberships,  mostly  from  colleges  and 
other  newspaper  associations. 

Inland’s  crowded  schedule  of  semi¬ 
nars  also  proved  increasingly  popular 
over  the  last  year.  The  attendance  of 
approximately  1,300  represents  about  a 
13%  jump  in  a  year,  Baumann  said. 

At  times,  though.  Inland,  once  an 
association  of  exclusively  Midwest 
dailies,  seems  almost  a  little  embar¬ 
rassed  by  its  reach,  which  now  extends 
to  45  states,  the  province  of  Ontario 
and  two  newspapers  on  Bermuda. 

“I  don’t  think  it’s  by  design,”  Bau¬ 
mann  said.  “I  think  it’s  that  Inland  at- 
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tracts  family-owned  newspapers  .... 
Inland  doesn’t  go  out  to  get  members 
in  the  South  or  Northeast,  but  it  does 
appeal  to  family  owners.” 

Far  from  trying  to  muscle  into  any 
other  association’s  territory,  in  fact.  In¬ 
land  has  a  philosophy  of  cosponsoring 
“and  doesn’t  really  worry  about  who 
gets  the  credit  for  it,”  Baumann  said. 

In  forging  those  links  with  such  as¬ 
sociations  as  Newspaper  Association  of 
America,  International  Newspaper  Fi¬ 
nancial  Executives  and  a  score  of  state 
organizations.  Inland  has  become  rec¬ 
ognized  for  its  expertise  in  such  areas 
as  human  resources,  financial  research 
and  marketing.  It  is  the  lead  sponsor  of 
two  annual  studies  that  have  become 
newspaper  industry  benchmarks:  the 
cost  and  revenue  study  and  the  more 
recently  added  compensation  survey. 

Baumann  now  wants  to  upgrade  the 
association’s  internal  communications 
to  reflect  Inland’s  sophisticated  service 
to  the  industry. 

For  instance,  he  wants  to  overhaul 
the  “kind  of  nuts-and-bolts”  look  of  In¬ 
land’s  promotion  brochures,  and 
change  the  focus  of  the  association’s 
twice-monthly  publication,  the  Inlan¬ 
der. 

“It  tends  to  be  very  much  a  promot¬ 
er  of  Inland  activity,”  Baumann  said. 
“I’d  like  to  see  it  have  more  industry 
trends.  So  much  of  what  happens  in 
our  seminars  tends  to  die  there.  I’d  like 
to  see  much  more  reporting  on  the 
seminars  to  spread  the  word.” 

If  the  12-page  Inlander  needs  a  re¬ 
design,  there  are  few  journalists  more 
qualified  than  Dan  Baumann. 

Baumann’s  leadership  at  Paddock 
Publications  provides  a  good  example 
of  how  a  family-owned  newspaper  can 
not  only  survive  but  flourish  against 
the  sophisticated  competition  of  metro 
dailies. 

When  Baumann  joined  Paddock  in 
1964,  it  was  publishing  several  small 
weeklies  in  the  northwest  suburbs  of 
Chicago.  The  area’s  growth  was  just 
about  to  explode,  yet  the  cumulative 
circulation  of  the  weeklies  was  on  a 
slow  decline. 

In  1969,  Field  Enterprises,  then  the 
publisher  of  the  Chicago  Sun-Times 
and  the  now-defunct  Chicago  Daily 
News,  decided  to  go  after  those  sub¬ 
urbs  aggressively. 

It  aimed  right  at  the  heart  of  Pad- 
dock  Publications  with  three  new  pa¬ 
pers  called  the  Arlington  Heights  Day, 
the  Mt.  Prospect  Day  and  the  Des 


Plaines  Day.  Paddock  itself  went  to 
five-day  publication  with  the  creation 
of  the  Arlington  Heights  Daily  Herald 
with  Baumann  as  city  editor  —  and 
within  a  year,  was  beating  the  Day 
newspapers  handily. 

Field  soon  gave  up  the  market,  sell¬ 
ing  the  Day  papers  to  Paddock,  who 
shuttered  them.  Baumann  became 
publisher  of  the  weekly  group  in  1971, 
editor  of  the  Daily  Herald  in  1975  and 
general  manager  of  the  paper  in  1982. 


He  was  named  president  in  1986  and 
also  serves  as  chief  operating  officer 
and  a  member  of  the  board  of  directors 
of  Paddock. 

Between  its  creation  in  1969  and 
this  year,  the  Daily  Herald  has  grown 
from  an  18,000-circulation,  five-day,  af¬ 
ternoon  paper  to  a  seven-day,  a.m.  dai¬ 
ly  with  130,000  daily  circulation  and 
some  of  the  best  color  reproduction  in 
a  metropolitan  area  known  for  its  col¬ 
or.  BE^P 
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Compiled  by  Ian  E.  Anderson 


Deirdre  Charming 


Joy  Haenlein 


Frank  Batten  Jr. 


R.  Bruce  Bradley  Jr. 


Dairdre  S.  Channing,  editorial  page 
editor  at  the  Stamford  (Conn.)  Advo¬ 
cate,  has  been  promoted  to  managing 
editor  for  news. 

Joy  L.  Haanlein,  a  business  writer 
at  the  Advocate  and  Greenwich 
(Conn.)  Time,  was  named  editorial 
page  editor  at  the  Advocate. 

Frank  Ballan  Jr.,  president  and 
publisher  at  the  Virginian-Pilot,  Nor¬ 
folk,  has  been  named  executive  vice 
president  of  Landmark  Communica¬ 
tions  Inc. 

R.  Bruce  Bradley,  vice  president 
and  general  manager  at  the  Virginian- 
Pilot,  succeeds  Batten  as  president  and 
publisher. 

Jim  Jennings,  a  Lexington,  Ky.- 
based  newspaper  consultant,  was  elect¬ 
ed  president  of  the  Society  of  Newspa¬ 
per  Design  during  its  first-ever  conven¬ 
tion  outside  North  America,  held 
recently  in  Barcelona,  Spain. 

Other  officers  elected  include  Naal 


Patlison,  managing  editor  at  the  Al¬ 
buquerque  Tribune  —  first  vice  presi¬ 
dent;  Lynn  Staley,  design  director  at 
Newsweek  magazine  —  second  vice 
president;  Ed  KehersI,  design  editor 
at  the  Dallas  Morning  News  —  trea¬ 
surer;  and  Jean  Mexam,  assistant 
managing  editor  for  art  and  design  at 
the  Kansas  City  Star  —  secretary. 

Margaret  Wade,  37,  publisher  at  the 
Grass  Vally,  Calif.,  Union,  has  been 
named  publisher  at  the  Bismarck 
(N.D.)  Tribune. 

David  Marran,  30,  a  sports  writer  at 
the  Kenosha  (Wis.)  News,  has  been 
promoted  to  sports  editor. 

Ron  Watts,  circulation  director  at 
Fayetteville  Publishing  Co.,  publisher 
of  the  Fayetteville  (N.C.)  Observer- 
Times,  has  been  named  director  of 
sales  and  marketing. 

Karen  Hall,  business  office  manag¬ 
er,  was  appointed  controller. 


James  I.  Cash  Jr.,  MBA  program 
chairman  of  Harvard  University  in 
Boston,  Mass.,  was  elected  to  the 
Knight -Bidder  Board  of  Directors. 

Brock  Kollvas,  co-op  manager  at  the 
Dallas  Morning  News,  has  been  named 
advertising  manager/local  retail  at  the 
Bakersfield  Californian. 

Mike  Bergstrom,  regional  manag¬ 
er  and  customer  relations  manager  in 
the  circulation  division,  was  appointed 
packaging  and  distribution  manager. 

R.  Jack  Fishman,  president  of  Lake¬ 
way  Publisher,  Morristown,  Tenn.,  has 
been  elected  chairman  of  the  National 
Newspaper  Association,  Arlington,  Va. 

He  succeeds  Michael  A.  Parta, 
publisher  of  the  New  York  Mills 
(Minn.)  Herald,  who  continues  on  the 
executive  committee  as  immediate 
past  chairman  and  becomes  chairman 
of  the  National  Newspaper  Founda¬ 
tion,  the  education  arm  of  the  associ¬ 
ation. 

Other  officers  elected  include  Rey 
J.  Eaten,  publisher  of  the  Wise  Coun¬ 
ty  Messenger,  Decatur,  Texas  —  vice 
chairman;  and  Dalten  C.  Wright, 

president  of  Lebanon  Publishing  Co., 
Lebanon,  Mo.  —  treasurer. 

David  L.  Gorham,  62,  senior  vice 
president  and  chief  financial  officer  of 
the  New  York  Times  Co.,  has  been 
named  to  the  new  position  of  deputy 
chief  operating  officer.  He  will  contin¬ 
ue  as  a  senior  vice  president. 

Diane  P.  Baker,  41,  group  senior 
vice  president  and  chief  financial  offi¬ 
cer  at  R.H.  Macy  &  Co.,  was  appoint¬ 
ed  senior  vice  president  and  chief  fi¬ 
nancial  officer. 
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by  Hiley  Ward 


Book  Reviews 


Hard  News.  Mark  Sullivan.  (Kensing¬ 
ton  Books,  850  Third  Ave.,  N.Y.  10022- 
6222),  386  pages,  $25.95. 

The  editors  in  this  newspaper  novel 
reside  along  “lobotomy  lane”  in  “glass 
holes.” 

That  gives  you  the  tone  of  this  novel 
and  the  attitude  of  the  author,  himself  a 
successful  newsman  who  was  twice 
nominated  for  the  Pulitzer  Prize  for  his 
investigative  work  at  the  San  Diego  Tri¬ 
bune  and  the  San  Diego  Union-Tribune. 

The  Pulitzer  Prize  plays  a  role  in  this 
thriller-comedy,  as  it  does  in  most  fic¬ 
tion  about  newspapers. 

The  characters  are  stereotypical.  As 
in  Pete  Dexter’s  The  Paperboy,  one  of 
the  two  main  male  characters  is  gay. 
The  gender  and  ethnic  stereotypes  pre¬ 
vail.  The  women  are  sex  objects,  old 
maidish,  domineering,  and  one  black 
woman  editor  is  big  and  no-nonsense, 
but  with  a  heart  and  is  nicknamed 
Claudette  X.  They  all  have  nicknames, 
which,  interchanged  with  real  names, 
make  the  story  line  a  little  confusing  at 
times.  News  is  the  gay  reporter,  Prentice 
LaFontaine,  the  Zombie,  is  the  obit 
writer. 

It  might  have  been  helpful  in  a  novel 
such  as  this  to  have  had  a  chart  of  not 
only  the  pecking  rank  of  the  ensemble 
of  news  staffers,  but  also  with  their 
nicknames. 

It  would  be  an  understatement  to  say 
that  these  characters  have  flaws;  they 
have  serious  flaws.  For  starters,  the 
main  character,  star  reporter  Gideon 
McCarthy,  is  taken  to  task  by  his  edi¬ 
tors  at  the  beginning  of  the  novel  for 
plagiarism. 

It  is  a  lapse  which  his  paper,  the  Post, 
feels  necessary  to  call  to  the  attention 
of  the  reader  with  his  picture  accompa¬ 
nying  an  article  detailing  the  deed. 
Needless  to  say,  during  much  of  the 
book,  McCarthy  sets  about  to  redeem 
himself  with  stellar  investigative  skills. 
But  then  he  is  not  above  trying  to  bribe 
a  judge. 

Then  there  is  Isabel  Perez,  who  is  the 
token  Hispanic  on  the  Southern  Cali¬ 
fornia  paper. 

But  the  newsroom  gossip,  the  gay 
News  (LaFontaine),  knows  her  secret, 
that  she  is  really  Hungarian,  original 
name  Peretzki. 

Bobbie  Anne  Pace,  a  fashion  editor 
who  has  clawed  her  way  into  top  man¬ 


agement  and  aspires  to  be  number  one, 
literally  gets  into  a  physical  fight  with 
her  arch  Nemesis,  Neil  Harpster.  He 
has  the  routine  of  regularly  meeting  his 
young  secretary,  Connie,  during  lunch 
time,  in  a  motel,  where  they  act  out 
their  fantasies  with  whips  and  leather. 

The  novel’s  main  protagonist,  Mc¬ 
Carthy,  is  plagued  with  many  problems. 
Besides  the  stigma  of  being  a  plagiarist, 
his  wife  has  died  and  his  two  beloved 
stepchildren  are  about  to  be  taken  away 
by  their  scoundrel  father;  McCarthy 
gets  injured  in  a  bombing  incident;  and 
the  perky  Karen  Rivers  at  the  competi¬ 
tion,  the  Beacon,  is  regularly  scooping 
him. 

The  book  begins  as  a  tantalizing 
whodunit,  as  the  body  of  a  prostitute  is 
found  in  a  desert  wilderness.  The  ac¬ 
tion  slows  as  the  reporters,  McCarthy 
and  LaFontaine,  pursue  paper  trails 
among  developers  and  corrupt  politi¬ 
cians.  The  last  100  pages  are  exciting 
enough  to  suggest  this  book  is  likely 
bound  for  the  movies.  And,  of  course, 
this  entertaining  mystery  has  a  twist  at 
the  end. 

Gods  WiHiin  the  Machine:  A  His¬ 
tory  of  the  American  Society  of 
Newspaper  Editors,  1 923- 1 993. 

Paul  Alfred  Pratte.  (Praeger,  88  Post 
Rd.  West,  P.O.  Box  5007,  Westport, 
Conn.  06881-5007),  248  pages,  $55. 

Although  this  is  an  authorized  histo¬ 
ry  sponsored  by  the  History  and  News¬ 
paper  Committee  of  the  American  So¬ 
ciety  of  Newspaper  Editors,  Pratte 
makes  an  effort  to  be  objective  by 


chronicling  what  he  regards  as  some  of 
the  failures,  as  well  as  successes,  of  this 
organization. 

This  kind  of  book  about  an  organiza¬ 
tion,  based  largely  on  an  examination 
of  the  minutes  over  the  years,  is  by  defi¬ 
nition  not  very  exciting.  But  the  book 
does  serve  as  a  window  on  the  times 
covered,  as  U.S.  presidents  addressed 
the  group  and  as  the  organization  tried 
to  reflect  the  values  of  the  varied  con¬ 
stituencies. 

Pratte  pays  tribute  to  ASNE’s  pioneer 
work  in  developing  a  code  of  ethics  and 
recalls  the  ongoing  debates  at  conven¬ 
tions  as  to  how  much  teeth  for  enforce¬ 
ment,  if  any,  it  should  have.  He  cites 
the  group’s  crusades  for  the  public’s 
right  to  know  and  its  promotion  of  jour¬ 
nalism  education  and  professional  stan¬ 
dards. 

On  the  downside,  Pratte  maintains, 
the  organization  has  taken  conserva¬ 
tive,  safe  routes.  “Like  the  value  systems 
they  [ASNE  presidents]  reflect,”  he  says, 
“they  are  outer-directed  and  follow  safe 
trends,  including  the  cues  of  publishers 
who  have  attracted  the  editors  into 
their  economic  orbits. 

“They  remain,  as  first  president 
Casper  Yost  suggested,  as  ‘Gods  within 
the  newspaper  machine.’” 

The  main  shortcoming  of  ASNE, 
since  its  inception  in  1923,  he  says,  has 
been  its  “failure  to  adapt  mechanisms 
to  promote  and  encourage  greater  gen¬ 
der  and  racial  diversity  in  newspaper  of¬ 
fices  around  the  country.” 

Pratte,  a  professor  of  communication 
at  Brigham  Young  University,  is  the  cur¬ 
rent  president  of  the  American  Journal¬ 
ism  Historians  Association.  BE^P 
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Times  Are  Changing 

At  The 

New  York  Times 

A  little  more  than  a  year  into  his  editorship,  Joseph  Lely  veld 
discusses  some  improvements  the  paper  has  made  under  his  helm 


by  Joe  Deitch 

WHY,  YOU  MAY  ask,  is  a  large, 
framed  picture  of  the  Three  Stooges  in 
the  otherwise  tastefully  furnished  of¬ 
fice  of  the  executive  editor  of  a  news¬ 
paper  that  has  won  70  Pulitzer  Prizes? 
The  picture  of  the  immortal  three- 
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some  hangs  on  the  wall  just  opposite 
the  executive  editor’s  desk,  making  it 
visually  inescapable  for  him  and  visi¬ 
tors. 

“It  is  a  reminder  to  management  not 
to  go  off  in  all  directions  or  tangents,” 
said  Joseph  Lelyveld,  who  was  named 
to  the  New  York  Times’  top  editorial 
post  in  July  1994. 

Lelyveld  recently  discussed  the 
changes  and  improvements  in  the  pa¬ 
per  since  he  became  its  chief  editor. 

For  one  thing,  and  most  obvious, 
there’s  color.  The  good  gray  Sunday 
Times  no  longer  consists  of  page  after 


completed,  Lelyveld  said. 

Why  all  the  changes  and  beefings- 
up  in  the  first  place? 

“Formats  do  get  tired,”  Lelyveld  said. 
“In  every  case,  we  have  tried  to  expand 
our  coverage,  to  get  more  ambitious,  to 
cover  a  wider  area  more  intensively.  It 
didn’t  change  for  the  sake  of  change, 
but  change  with  substantive  goals.” 

A  primary  area  of  change  was  in  the 
business  section,  where  the  Times 
added  staff  and  has  devoted  more 
space  to  major  business  stories. 

Lelyveld  described  it  as  “a  competi¬ 
tive  mentality  under  new  and  ambi- 


“It  may  be  self-serving  for  one  to  say  this,  but  the 
spirit  in  the  newsroom  right  now  is  as  good  as  I’ve 
ever  known  it  to  be.  There  is  a  sense  that  this  is 
the  place  to  be,  and  we  are  attracting  wonderful, 
young  journalists  from  across  the  country.” 


page  of  unrelieved  gray  matter,  a  con¬ 
sequence  of  printing  some  150,000 
words  a  day  culled  from  the  two  or  so 
million  that  pour  into  the  paper  from 
all  over  the  world  every  day,  according 
to  a  book  on  great  newspapers. 

To  the  delight  of  Times  readers 
queried  in  trains,  buses  and  subways, 
color  now  abounds  in  the  arts  and 
leisure  and  travel/real  estate  sections, 
the  regional  supplements,  and  the 
magazine  and  the  book  review. 

“And  there  is  more  ahead,  including 
color  on  the  front  page,”  Lelyveld  said. 

The  Times  will  go  to  color  on  its  dai¬ 
ly  pages  in  1997,  when  the  paper’s  new 
plant  in  the  borough  of  Queens  is 


tious  leadership  —  competitive  with 
everybody  else  who  covers  business.  It’s 
a  boom  field  in  journalism.  We  felt, 
quite  frankly,  that  we  were  not  keeping 
pace.” 

Lelyveld  cited  the  inexorable  growth 
of  the  mutual-fund  market  and  NAS¬ 
DAQ  market  tables  that  were  eating 
into  the  business  section’s  news  hole. 

“They  took  more  than  a  page  of  our 
business  and  financial  news  to  show 
expanded  statistical  information  over 
the  past  five  years,”  he  said.  “This 
trend  was  eating  away  at  the  guts  of 
our  news  reports.  We  felt  that  we  had 
to  put  that  news  hole  back  —  to  re- 
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The  overall  strategic  direction  for 
change  in  the  paper  grows  out  of  regu¬ 
lar  conversations  with  the  publisher 
and  the  business  side.  Since  Lelyveld 
became  executive  editor,  masthead  ed¬ 
itors  from  the  news  and  business  sides 
have  been  meeting  on  the  paper’s  fu¬ 
ture. 

“Since  Mr.  Ochs  bought  the  Times 
in  1896,  the  paper  has  constantly 
changed  and  undergone  renewal,” 
Lelyveld  said.  “Few  people  realize  how 
much  the  Times  has  changed  even  in 
our  lifetimes.” 

In  the  1920s,  before  Lelyveld  was 
born,  the  Times  ran  a  front-page,  ban¬ 
ner  headline  on  Jack  Dempsey  knock¬ 
ing  out  Gene  Tunney  at  Soldier  Field 
in  Chicago. 

“That’s  not  the  Times  that  anybody 
who  grew  up  with  the  paper  in  my 
years  would  have  imagined  possible,” 
Lelyveld  remarked. 

The  Times  that  many  people  re¬ 
member  most  was  really  the  creation  of 
Theodore  M.  Bernstein,  an  influential 
editor  at  the  Times  for  more  than  50 
years  and  a  pre-William  Safire  maven 
on  language  usage  and  abusage. 

Lelyveld  pointed  out  that  Bernstein’s 
changes  were  made  during  World  War 
II,  and  “the  paper  has  changed  steadi¬ 
ly  under  Ted,  Clifton  Daniel,  Abe 
Rosenthal  and  Max  Frankel.” 

Change,  he  said,  goes  on. 

“Under  Max,  we  worked  hard  at 
reinvigorating  our  regional  coverage. 
He  did  the  same  for  sports,  giving  it 
more  space  and  staff  and  better  direc¬ 
tion.  We  did  the  same  last  year  for  the 
Times  magazine,  and  this  year  it  was 
the  turn  of  the  business  pages. 

“It’s  like  painting  a  battleship,”  the 
executive  editor  mused.  “You  finish 
and  it’s  time  to  paint  again.” 

Newsroom  attitudes  about  the 
changes  have  been  positive,  Lelyveld 
said. 

“It  may  be  self-serving  for  one  to  say 
this,  but  the  spirit  in  the  newsroom 
right  now  is  as  good  as  I’ve  ever  known 
it  to  be.  There  is  a  sense  that  this  is 
the  place  to  be,  and  we  are  attracting 
wonderful,  young  journalists  from 
across  the  country. 

“There’s  always  been  a  kind  of  tradi¬ 
tion  of  sour  self-criticism  at  the  Times 
—  no  one  is  tougher  on  us  than  we  are 
ourselves.  I  think  the  mood  around 
here  these  days  is  pretty  buoyant.” 

Lelyveld  praised  the  paper’s  manage¬ 
ment  for  continuing  to  recruit  during 
the  newspaper  industry’s  down  eco¬ 


“In  every  case,  we  have  tried  to  expand 
our  coverage,  to  get  more  ambitious,  to 
cover  a  wider  area  more  intensively.  It 
didn’t  change  for  the  sake  of  change, 
but  change  with  substantive  goals.” 

—  Joseph  Lelyveld,  executive  editor. 
New  York  Times 


nomic  years. 

“We  watched  our  staff  levels  and,  in 
fact,  reduced  those  levels.  But  during 
that  period,  we  did  some  of  the  best  re¬ 
cruiting  this  paper  had  done  in  my 
long  career  with  it.  We  were  pretty 
much  the  only  major  newspaper  ag¬ 
gressively  recruiting  at  the  same  time 
that  other  papers  were  experiencing 
hiring  freezes.  This  is  the  paper’s  tradi¬ 
tion.  The  Times  has  traditionally  in¬ 
vested  in  itself  in  bad  times  in  order  to 
reap  rewards  in  good  times.” 

How  does  Lelyveld  view  the  role  of 
the  Times  ? 

“The  role  of  the  New  York  Times  is  a 


very  traditional  one.  We  do  as  straight, 
steady  and  principled  a  job  as  we  can. 
That  doesn’t  mean  that  the  paper  can’t 
change  —  it  has  to  change.  I  don’t 
think  our  standards  need  changing. 
They  need  reinforcing  and  mainte¬ 
nance.  Not  that  I  think  there’s  a  threat 
to  our  standards  from  within  the  paper. 
But  a  lot  of  what  I  worry  about  is  in 
preserving  what  we  have  here  and 
making  sure  that  when  I  hand  over  the 
paper  to  my  successor,  the  standards 
are  as  high  as  they  were  when  I  inher¬ 
ited  it  from  Max  Frankel,”  he  said. 

“Many  people  value  the  Times  be¬ 
cause  it  reports  local,  national  and 
world  news  in  much  greater  depth  and 
with  clearer  and  accurate  perspectives. 
Some  see  the  paper  as  a  daily,  liberal 
education  —  if  you  have  the  time  to 
read  all  of  it,”  Lelyveld  said.  “Few  peo¬ 
ple  read  it  all.  Our  recent  series  on  the 
welfare  state  is  an  example  of  what  we 
try  to  do  around  here.” 

To  what  extent  is  the  changing 
Times  a  reflection  of  the  convictions 
and  ideas  of  the  new  executive  editor? 

“I  hope,  in  some  small  way,  the  pa¬ 
per  will  be  a  reflection  of  my  news 
judgment,  intuition  and,  if  you  will,  my 
passion  for  news,”  Lelyveld  said. 
“When  you  consider  the  kind  of  work 
we  do  here,  half  the  time  you  don’t 
know  what  you  think  about  things.  I 
can  tell  you  this  —  I  do  not  see  the  pa¬ 
per  as  a  personal  instrument  to  reflect 
my  views  and  ideas.” 

Before  becoming  executive  editor, 
Lelyveld  served  as  the  Times’  managing 
editor,  foreign  editor  and  staff  writer 
and  columnist  for  the  New  York  Times 
Magazine.  He  was  a  Times  correspon¬ 
dent  in  London,  New  Delhi,  Hong 
Kong  and  Washington  and  was  twice 

(See  Times  on  page  45) 


the  most  ^ij^rienced 
executive  recruiting  Hrm  in 
the  ne\i«paper  industry 

Specialists  in  newspapers  and  broadcasting  for  two  decades. 
For  a  confidential  discussion,  call  708*991*6900. 
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Advertising/Promotion 


Full-page  personal 
ads  are  the  talk 
of  small  Pa.  town 

Husband  tries  to  convince  his  wife  of  his 
devotion  by  running  a  vueeklong  series  of 
full-page  newspaper  display  ads 


by  Michael  R.  Smith 

“HE  MADE  A  big  mistake,”  said  one 
reader. 

“That  guy  is  really  desperate,”  said 
another. 

Those  are  comments  readers  of  the 
Williamsport  Sun-Gazette  made  follow¬ 
ing  a  recent  weeklong  display  advertis¬ 
ing  campaign  featuring  full-page  adver¬ 
tisements  from  a  husband  who  is  trying 
to  convince  his  wife  of  his  devotion. 


“We  don’t  actively  promote  person¬ 
als,”  says  Sun-Gazette  publisher  Tom 
Briley,  noting  the  conservative  quality 
of  the  community  of  33,000  subscribers 
in  rural  north  central  Pennsylvania. 

“We  screen  every  ad  and  we  have 
the  right  to  accept  or  reject,  but  how 
many  people  devote  this  much  money 
on  a  personal?” 

According  to  Briley,  his  daily  news¬ 
paper,  part  of  the  West  Virginia-based 
Ogden  Newspapers  chain,  has  one  of 
the  nation’s  most  competitive  display 
rates  for  local  advertisers.  For  a  full 
page  of  127.5  inches,  the  newspaper 
charges  $935,  with  a  discount  for  a 


Smith  teaches  journalism  and  mass 
communication  at  Lycoming  College  in 
Williamsport,  Pa. 


cash  sale.  However,  for  this  wife-woo¬ 
ing  advertising  campaign,  Briley 
amended  the  contract  rate  for  five  full 
pages,  charging  $763  per  page,  and  a 
cash  discount  reduced  price  to  $748  for 
each  ad,  for  a  total  of  $3,240  —  paid  in 
advance. 

The  first  advertisement  appeared  on 
a  Sunday,  with  the  husband  asking  for 
one  more  chance.  The  advertisement 
on  Monday  included  a  vague  sketch  of 
the  couple’s  life  together  written  in 


italic-like  font.  The  husband  wrote,  in 
part,  “For  you  see  this  time,  my  beauti¬ 
ful  wife,  1  promise  we  can  start  a  brand 
new  life.  And  all  1  ask  is  for  you  to  say, 
it’s  time  to  come  home,  please  come 
home  today.” 

Ironically,  the  same  ad  says,  “These 
words  are  meant  for  only  you,”  yet  the 
entire  reading  community  was  talking 
about  it,  with  local  radio  personalities 
hyping  the  ads  for  their  own  audience 
purposes. 

Overall,  these  ads  received  more  at¬ 
tention  than  the  city  council  candidate 
who  was  running  quarter-page  ads 
warning  about  his  perceived  dangers  of 
water  fluoridation. 

All  the  personal  ads  had  a  lyrical 
quality,  with  the  one  on  Tuesday  using 
the  repeating  phrase,  “I  remember.” 


“I  remember  our  first  glance.  I  re¬ 
member  our  first  words.  I  remember 
our  first  kiss,”  the  ad  read.  It  ended 
with  the  writer  saying  he  will  possess 
these  memories  for  life  and  signs  off 
with,  “I  love  you  forever,  your  hus¬ 
band.”  This  sign-off  was  sometimes  in 
40-point  high  type. 

“Everywhere  I  go,  someone  asks  me 
about  this  man,”  Briley  said,  admitting 
that  he  was  not  sure  of  the  man’s  iden¬ 
tity. 

The  writer  of  the  ads  used  an  agent 
to  submit  the  copy  and  pay  the  fees, 
and  he  didn’t  disclose  his  employer’s 
name. 

At  a  Williamsport-Lycoming  Cham¬ 
ber  of  Commerce  meeting,  a  man 
joked  that  the  husband  obviously  left 
the  toilet  seat  up  too  often. 

But  when  Debbie  Young,  secretary 
at  Memorial  Baptist  Church  and 
Christian  School  of  Williamsport,  read 
the  first  advertisement,  she  told  her 
husband  that  the  writer  was  trying  to 
gain  forgiveness  on  a  serious  issue,  per¬ 
haps  infidelity. 

“I  feel  for  him,”  Young  said,  “but 
healing  takes  time  and  full-page  ads 
won’t  make  the  progress  go  any  faster.” 

Others  think  the  writer  wasted  his 
money. 

“I  think  he’s  made  a  major  mistake,” 
said  Mehrdad  Madresehee,  a  Williams¬ 
port  economics  professor.  Madresehee 
compared  notes  with  his  wife  of  23 
years  and  found  the  advertisements  de¬ 
meaning. 

“The  woman  doesn’t  want  to  go 
back  with  him  and  he  is  wasting  his  re¬ 
sources,”  Madresehee  said.  “Even  if  she 
goes  back,  it  won’t  last.” 

Nonetheless,  Briley,  a  newspaper 
veteran  of  35  years,  said,  “I’ve  never 
seen  anything  like  it.  We  welcome  the 
business  and  we  hope  it  works  for 
him.” 

Sun-Times  reader 
wins  $1  million 

PAT  DELEO,  A  65-year-old,  part-time 
print  shop  worker  who  says  she  is  a 
Chicago  Sun^Times  reader  for  as  long  as 
she  can  remember,  won  the  newspaper’s 
Millionaire  Sweepstakes  in  a  Sept.  29 
drawing. 

Deleo’s  name  was  drawn  from 
among  510  finalists. 


The  writer  of  the  ads  used  an  agent  to  submit  the 
copy  and  pay  the  fees,  and  he  didn’t  disclose  his 
employer’s  name. 
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Hispanic  media  group 
charges  unfair  ad  pricing 
by  mainstream  papers 


by  M.L.  Stein 

ASSERTING  THEY  ARE  in  danger  of 
being  squeezed  out  of  business  by  ma¬ 
jor  media  companies,  Hispanic  publi¬ 
cations  may  file  unfair  competition 
charges  with  the  U.S.  Justice  Depart¬ 
ment,  it  was  reported. 

Hispanic  Business  Inc.,  a  Santa  Bar¬ 
bara,  Calif.-based  magazine,  quoted 
Marlene  Romero,  executive  director  of 
the  National  Association  of  Hispanic 
Publications  (NAHP),  as  saying  the  or¬ 
ganization  was  fielding  such  com¬ 
plaints  from  independent  Spanish-lan- 


guage  newspaper  publishers  in  Califor¬ 
nia,  Texas,  Florida  and  Illinois  for 
possible  presentation  to  federal  offi¬ 
cials. 

“We  are  just  beginning  to  get  the 
process  under  way,”  she  said.  “It’s  a 
slow-moving  process  to  get  started,  ob¬ 
taining  the  information  and  working 
our  way  through  the  government  bu¬ 
reaucracy.” 

According  to  Romero,  the  affected 
newspapers  sound  a  common  theme: 
Fortune  500  companies  are  using  un¬ 
fair  ad-pricing  strategies  to  collar  a  big¬ 
ger  share  of  the  estimated  $180  million 
in  gross  national  and  local  advertising 
revenues  collected  by  publications  that 
target  the  Hispanic  market. 

In  an  earlier  article,  Hispanic  Busi¬ 
ness  Inc.  listed  the  New  York  Times 
Co.,  the  Hearst  Corp.,  Capital 
Cities/ABC  and  Knight-Ridder  as 
among  the  firms  that  are  attempting  to 
siphon  revenue  away  from  Hispanic 
publications. 

NAHP  estimates  there  are  about 


1,000  Spanish-language  newspapers, 
magazines  and  newsletters  in  the  U.S., 
82  of  them  in  the  top  metro  markets, 
where  they  compete  with  big  dailies 
such  as  the  Miami  Herald  and  Chicago 
Tribune  for  readers  and  advertising  in 
the  Hispanic  population. 

Also  quoted  in  the  article  was  Mary 
Andrade,  publisher  of  La  Oferta  Re- 
view  in  San  Jose  and  an  NAHP  board 
member  who  said:  “We  don’t  mind 
competition.  But  if  they  start  under- 
pricing  us,  it  would  be  hard  for  us  to 
continue.” 

NAHP  president  Luis  Rossi,  pub¬ 


lisher  of  La  Raza  in  Chicago,  told 
E&P  that  the  association  is  consulting 
with  its  attorneys  on  filing  formal 
charges  of  unfair  competition  with  the 
Justice  Department. 

“We  believe  in  free  speech  and  free 
enterprise  but  we  don’t  want  them  to 
kill  our  newspapers  by  being  unethi¬ 


cal,”  he  said.  “If  you  have  a  good  team, 
you  don’t  have  to  resort  to  unfair 
methods  to  sell  advertising.” 

Rossi  asserted  that  major  dailies 
with  large  circulations  can  afford  to 
sell  advertising  below  cost  for  their 
Spanish-language  or  bilingual  supple¬ 
ments  or  TMC  product  in  Spanish  as  a 
means  of  forcing  out  competition. 

A  similar  note  was  sounded  by  Tino 
Duran,  publisher  of  La  Prensa  and  La 
Prensita  in  San  Antonio,  and  past 
president  of  NAHP. 

“The  bloated  major  media  are  out  to 
kill  the  Spanish-language  press,”  he 
charged.  “It’s  a  blow  in  the  face.” 

Duran  said  Capital  Cities/ABC, 
owner  of  the  Fort  Worth  Star- 
Telegram,  was  partly  responsible  for  the 
demise  of  his  newspaper,  El  Informador 
Hispano  in  Fort  Worth. 

He  recalled  that  during  El  In/or- 
mador’s  battle  with  the  Star-Telegram’s 
Spanish-language  paper.  La  Estrella, 
Cap  Cities  tried  to  buy  him  out  and 
invited  him  and  his  wife  to  New  York 
for  the  negotiations. 

“They  put  us  up  at  the  Helmsley 
Palace,  wined  and  dined  us,  but  their 
offer  was  one  that  I  could  not  accept,” 
Duran  said. 

VNU  acquires  SRDS 

MEDIA  INFORMATION  COMPANY 
SRDS  (Standard  Rate  and  Data  Ser¬ 
vice)  has  been  acquired  by  VNU  USA 
Inc.,  a  wholly-owned  subsidiary  of  the 
Netherlands-based  VNU. 

In  a  statement,  the  companies  said 
SRDS  will  operate  as  an  independent 
business  unit.  Christopher  M.  Lehman 
will  remain  as  chief  executive,  based  in 
Des  Plaines,  Ill.,  and  Wenda  Harris  Mil¬ 
lard  will  remain  as  president  and  group 
publisher,  based  in  New  York  City. 


QuickFacts  for 


1  •  IMMEDIATE  On-Une 
Access  to  Neighborhood 
Regional  &  Notional  data  for: 

^  demographics, 

purchase  behavior, 
business  statistics, 
lifestyle  habits, 
and  lots  more. 

2.  EASY 

Mapping  and  Reporting 

Data  exportable  to  mapping 
and  spreadsheet  programs 


!•  RELEVANT 

Quickly  produce  maps  and  reports 
that  graphically  illustrate  your  story. 

Discover  “invisible”  lifestyle  patterns 
that  will  help  you  improve  your 
editorial  product. 

Save  time  using  databases  that 
already  exist  for  your  market. 

Call  today 

1-800-284-4868 


Rossi  asserted  that  major  dailies  with  large  circular 
tions  can  afford  to  sell  advertising  helow  cost  for 
their  Spanish-language  or  bilingual  supplements  or 
TMC  product  in  Spanish  as  a  means  of  forcing  out 
competition. 
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Chrysler 
Imposes  Ban 

On  Detroit  News 


by  Mark  Fitzgerald 

WITH  SIX  OF  its  unions  on  strike  for 
the  past  three  months,  the  Detroit 
News  has  become  used  to  being  boy¬ 
cotted  in  its  traditionally  union  city. 

What  the  paper  probably  did  not  ex¬ 
pect  is  a  boycott  launched  from  the  ex¬ 
ecutive  suites  of  Chrysler  Corp. 

But  on  Sept.  25,  an  angry  Chrysler 
vice  chairman  reacted  to  a  front-page 
story  about  quality  problems  at  the  big 
automaker  by  barring  the  newspaper’s 
reporters  and  editors  from  company 


Knight  International  Press 
Fellowship  Program 


The  Knight  International  Press 
Fellowship  Program  is  open  for 
applications  from  U.S.  news  media 
professionals  to  as¬ 
sist  the  developing  in¬ 
dependent  press 
worldwide.  Individu¬ 
als  with  expertise  in  a 
broad  range  of  press 
disciplines  are  en¬ 
couraged  to  apply. 


Areas  of  Need 

•  Circulation 

•  Advertising 
Marketing 
and 

Promotion 

Management 

Reporting 

Wii^ 

•  Editing 

•  Pubfication 
Design 
Pre-press 
Productiwr 

•  Relevant 
State-of- 
the-Art 
Technology 

•  Pressroom 
Operations 
Broadcast 
Producticm 


Fellowships  last  up  to 
nine  months  and  in¬ 
clude  transportation, 
living  expenses  and  a 
modest  honorarium. 

The  fellowships  are 
sponsored  by  the 
John  S.  and  James  L. 
Knight  Foundation 
and  administered  by 
the  Center  for  For¬ 
eign  Journalists. 


Next  Application  deadline: 
December  15,  1995 


For  information  please  contact  the 

Center  for  Foreign  Journalists 
1 1  690-A  Sunrise  Valley  Drive 
Reston,  Virginia  22091-1 409 
Fax:  (703)  620-6790 


executives  and  media  events. 

The  object  of  Chrysler  vice  chair¬ 
man  Thomas  Denomme’s  wrath  was  a 
story  by  News  auto  editor  Bradley  A. 
Stertz  that  reported  company  chair¬ 
man  Robert  Eaton  was  concerned  that 
vehicle  quality  “remains  a  serious  prob¬ 
lem”  that  could  hamper  the  automaker 
in  resisting  a  takeover  by  maverick  in¬ 
vestor  Kirk  Kerkorian. 

The  morning  after  the  article  ap¬ 
peared,  Denomme  called  Stertz  into 
his  office  —  and  read  the  auto  editor 
the  riot  act. 

“From  now  on,  you,  your  editors  and 


agency  partner,  the  Detroit  Free  Press, 
are  embroiled  in  a  bitter  and  occasion¬ 
ally  violent  strike,  and  Chrysler  faces 
continuing  takeover  pressure  from  its 
largest  stockholder,  Kerkorian. 

For  its  part,  the  News  says  it  is  not 
interested  in  fighting  Chrysler. 

“We’re  not  mad  at  them.  We’re  still 
covering  them.  I  think  the  reality  for 
Chrysler  is  they  can’t  go  on  in  this 
struggle  without  having  the  two  news¬ 
papers  in  the  loop,”  said  News  editor 
and  publisher  Robert  H.  Giles.  “As  far 
as  we’re  concerned,  we’ve  put  this  be¬ 
hind  us  —  and  I  suspect  Chrysler  has 


“From  now  on,  you,  your  editors  and  your  journal 
cease  to  exist  as  far  as  this  company  is  concerned. 
You  will  not  be  invited  to  any  of  our  press  events. 
You  will  have  no  access  to  our  people.  Your  phone 
calls  will  not  be  returned.” 


your  journal  cease  to  exist  as  far  as  this 
company  is  concerned.  You  will  not  be 
invited  to  any  of  our  press  events.  You 
will  have  no  access  to  our  people.  Your 
phone  calls  will  not  be  returned,”  De¬ 
nomme  said,  according  to  notes  taken 
by  Stertz. 

Denomme  blasted  the  story  a  “hos¬ 
tile  act”  and  complained  to  the  jour¬ 
nalist  that  “your  coverage  since  this 
whole  episode  [with  Kerkorian]  began, 
has  been  sensationalism.” 

The  News  published  an  account  of 
the  meeting  in  another  front  story,  by 
Daniel  Howes  —  and  it  printed  the  full 
text  of  the  Eaton  memo  that  was  the 
basis  of  its  first  story. 

It  is  an  unusual  battle  between  two 
Detroit  corporate  citizens  who  have 
plenty  to  keep  themselves  occupied 
elsewhere:  The  News  and  its  joint 


put  it  behind,  too.  What  we  think  here 
is  Chrysler  is  sort  of  eager  to  let  this 
pass,”  Giles  said. 

But  Chrysler’s  vice  president  of  mar¬ 
keting  communications  said  in  an  in¬ 
terview  Oct.  9  that  the  ban  is  still  very 
much  in  place. 

“This  is  not  the  kind  of  thing  I  like 
to  do.  We’ve  never  done  this  to  any 
other  media  organization  before.  But 
this  is  something  that  I  think  has  been 
coming  for  a  long  time,”  said  the  vice 
president,  Arthur  C.  “Bud”  Liebler. 

Liebler  said  Chrysler’s  problems  with 
the  News  go  even  beyond  their  dis¬ 
agreement  with  auto  editor  Stertz’s  re¬ 
porting. 

“I  don’t  think  it’s  just  Brad,”  Liebler 
said.  “Since  Kerkorian  came  on  the 
scene  with  the  takeover  [threat],  the 
News  has  covered  the  story  substan- 
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Ex-editor  guilty  of  attempted 
involuntary  manslaughter 

Sentencing  set  for  Nov.  2 


tially  more  than  anyone  else  in  De¬ 
troit.  Some  people  think  we’re  mad  at 
them  because  they  printed  that  memo. 
But  [reporters]  get  our  secret  papers  all 
the  time.  That’s  what  reporters  do.  It’s 
more  the  nature,  scope  and  the  place¬ 
ment  of  the  stories.” 

Would  it  be  fair  to  say  that  Chrysler 
believes  the  News  is  “hyping”  the  sto¬ 
ry?  Liebler  was  asked.  After  a  long 
pause,  Liebler  responded  simply, 
“Yeah.” 

Chryslcr’s  ban  has  certainly  not  kept 
the  News  off  the  story. 

Auto  editor  Stertz  himself  openly  at¬ 
tended  Chrysler  chairman  Eaton’s  Oct. 
3  speech  to  a  group  of  institutional  in¬ 
vestors  —  a  speech  in  which  Eaton 
launched  a  harsh  personal  attack  on 
investor  Kerkorian  as  a  greedy  trouble¬ 
maker.  In  fact,  said  the  News’  Giles, 
Stertz  asked  the  first  question  from  the 
assembled  press  corps. 

“They’re  going  to  cover  the  story  — 
obviously,”  Chrysler’s  Liebler  said.  And 
referring  to  Eaton’s  speech,  he  added, 
“We’re  not  going  to  throw  them  out  of 
a  public  event.  We  can’t.  But  basically, 
we’re  not  cooperating  with  them.” 


MICHAEL  D.  FRAZIER,  a  former  edi¬ 
tor  for  the  Oak  Ridger  newspaper  in 
Oak  Ridge,  Tenn.,  was  found  guilty  on 
Sept.  16  of  attempted  voluntary 
manslaughter.  Sentencing  is  scheduled 
for  Nov.  2. 

Frazier  was  accused  of  trying  to  stab 
John  R.  “Rob”  Whedbee  on  June  8, 
1994.  Prosecutors  charged  that  Frazier, 
33,  was  having  an  affair  with  Whed- 
bee’s  wife,  Lisa,  32,  who  allowed  Frazier 
to  hide  in  the  house  until  her  husband 
fell  asleep. 

Whedbee  said  that  he  woke  up  to 
find  Frazier  standing  over  him  with  a 
butcher  knife  in  his  upraised  hand, 
while  his  wife  stood  nearby  with  a 
baseball  bat.  Frazier  tried  to  stab 
Whedbee  but  missed,  and  the  two 
struggled  in  the  dark.  Whedbee  said 


that  as  he  chased  his  attacker,  he  rec¬ 
ognized  Frazier. 

Frazier  and  the  Whedbees  attended 
Knoxville’s  Trinity  United  Methodist 
Church,  where  Frazier  was  the  organist 
and  music  director.  Lisa  Whedbee  sang 
in  the  choir. 

Two  years  ago,  Frazier  wrote  an  arti¬ 
cle  about  the  Whedbee’s  daughter,  who 
has  Down’s  syndrome  and  a  heart  de¬ 
fect.  The  article,  “A  Mother’s  Night¬ 
mare,  a  Mother’s  Dream,”  won  a  Ten¬ 
nessee  Associated  Press  Managing  Edi¬ 
tors’  Malcolm  Law  Award  for  feature 
writing  in  1993. 

At  Frazier’s  trial,  the  jury  deliberat¬ 
ed  for  less  than  three  hours.  Knox 
County  Criminal  Court  Judge  Richard 
Baumgartner  said  the  crime  carries  a 
sentence  of  two  to  12  years. 


Some  Interesting  Facts  About 
The  United  States  Postal  Service 


By  now  everybody  knows  that  the  U.S.  Postal  Service 
issues  millions  of  stamps  each  year,  commemorating  some 
of  history  and  culture’s  greatest  accomplishments  and 
individuals.  And,  most  people  are  aware  that  the  U.S. 
Postal  Service  delivers  to  every  address  in  America,  six 
days  a  week.  But,  there’s  a  lot  about  the  U.S.  Postal 
Service  that  people  don’t  know. 

For  example... 

U.S.  Postal  Service  operations  are  not 
supported  by  tax  dollars. 

In  fact,  the  U.S.  Postal  Service  is  the  only  government 
service  not  funded  by  tax  revenues.  Every  penny,  nickle 
and  dime  of  our  annual  revenue  comes  from  the  sale  of 
stamps  and  other  postal  products  and  services. 

Americans  enjoy  the  lowest  mailing  rates  In 
the  industrialized  world. 

We’re  quite  proud  that  the  U.S.  Postal  Service  is  able  to 
offer  the  world’s  best  communications  value.  At  32$,  U.S. 


postal  rates  are  a  real  bargain  compared  to  those  of  Japan 
(96(1:)  and  Germany  (73(1:). 

The  largest  civilian  work  force  is  Integral  to 
America’s  communities. 

Nearly  745,000  career  employees  in  39,000  post 
offices  across  the  country  deliver  1 77  billion  pieces  of 
mail  each  year  —  nearly  40  percent  of  the  world’s  mail 
volume.  Our  employees  are  also  active  members  of  their 
communities,  contributing  time  to  such  activities  as 
painting  the  homes  of  elderly  neighbors,  providing  food 
and  shelter  to  the  homeless  and  raising  money  for 
disabled  members  of  their  communities. 

The  new  Eagle  symbol  represents  our  forward- 
thinking  and  breakthrough  performance. 

The  Eagle  symbol  is  the  trademark  of  the  U.S.  Postal 
Service.  While  we  invite  you  to  take  advantage  of  our  full 
range  of  postal  prcxducts  and  services,  we  request  that  you 
not  take  liberties  with  our  logo. 
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Death  and  faxes 

Companies’  products  move  beyond  putting 
mortuaries’  and  realtors’  liners  online 
and  coping  with  copious,  curly  hard  copy 


by  Jim  Rosenberg 

PROMISE  AND  CONFUSION  may 
still  characterize  the  emerging  digital 
delivery  of  ads,  often  large,  complex 
and  colorful,  via  systems  that  range 
from  dial-up  bulletin  boards  and  a 
clearinghouse  for  PostScript  document 
integrity  to  those  that  exploit  satellite, 
ISDN  and  Switched-56  communica¬ 
tions. 

As  a  Newspaper  Association  of 
America  task  force  firmed  up  findings 
for  digital  delivery,  the  number  of  sys¬ 
tems  and  suppliers  grew,  as  did  the 
consequent  challenges  of  tracking  and 
managing  ads  arriving  by  different 
electronic  routes. 


Requiring  only  telephone  lines,  or¬ 
dinary  office  fax  machines  and  mod¬ 
estly  configured  personal  computers  at 
customer  sites,  the  systems  permit 
newspapers  to  make  better,  more  con¬ 
trolled  use  of  electronic  communica¬ 
tions  from  these  widely  installed  de¬ 
vices.  They  replaced  stacks  of  hand- 
delivered  disks  and  faxed  papers  with 
more  manageable  modem  communica¬ 
tions  and  editable  text. 

Harnessing  the  fax 
If  fax  is  the  “lowest  form  of  digital 
life,”  as  the  Seybold  Report  once  put  it. 
Mission  Critical  Technologies  Inc.  has 
certainly  evolved.  From  the  single-cell 
bitmapped  colonies,  MCT  progressed 


As  a  Newspaper  Association  of  America  task  force 
firmed  up  findings  for  digital  delivery,  the  number 
of  systems  and  suppliers  grew,  as  did  the 
consequent  challenges  of  tracking  and  managing 
ads  arriving  by  different  electronic  routes. 


One  company  is  now  trying  to  trans¬ 
fer  an  early  success  in  the  U.K.  to  the 
U.S.  Adopting  the  middleman  model, 
another  provider  on  the  other  side  of 
the  world  reportedly  is  about  to  launch 
a  combination  transmission  and  file- 
specification/verification  service  that  it 
hopes  to  export  to  the  U.S. 

But  while  the  latest  systems  seek  to 
move  the  biggest  ad  files  through  fat¬ 
ter,  faster  digital  pipelines,  systems  that 
rely  on  more  familiar  gear  have,  for 
several  years,  been  handling  the  usual¬ 
ly  smaller  and  far  more  numerous 
death  notices,  movie  listings  and  re¬ 
cruitment,  real  estate,  automotive  and 
other  classified  liner  and  simple  display 
ads. 


to  ASCII  structures  that  swim  along  at 
ever-higher  modem  speeds  in  the  same 
little  analog  stream.  It  is  now  taking  on 
advertisers’  somewhat  larger  creatures 
that  swiftly  navigate  wider  digital  chan¬ 
nels. 

When  the  practice  of  remote-entry  of 
classified  liners  from  advertisers’  PCs  to 
newspapers’  front  ends  was  just  gaining 
momentum,  and  before  the  advent  of 
very  fast  modems  and  widely  available 
digital  lines  to  deliver  larger,  complex 
ads,  ordinary  advertisers  discovered  val¬ 
ue  and  convenience  in  using  ubiquitous 
office  fax  machines  to  move  copy,  in¬ 
structions  and  other  information  to 
newspaper  advertising  offices. 

Mission  Critical  soon  saw  opportuni¬ 


ty,  as  customer  convenience  was  turn¬ 
ing  into  a  publisher’s  nightmare.  Fax 
machines  multiplied  like  germs,  and  the 
volume  of  fax  transmissions  over¬ 
whelmed  some  newspapers. 

With  the  AdFax  system  to  manage 
this  valuable  niche,  the  Concord, 
Mass.,  company  established  its  toehold 
in  the  market.  All  the  while,  as  PCs 
and  modems  proliferated,  their  speeds 
went  up  and  prices  came  down.  So,  be¬ 
sides  enhancing  its  fax-management 
system.  Mission  Critical  added  a  PC- 
based  system  allowing  advertisers  to 
send  files  of  words  rather  than  pictures 
of  words. 

But  even  as  it  sold  its  first  AdFast  sys¬ 
tem,  availability  of  digital  lines  was 
spreading,  the  Newspaper  Association 
of  America  completed  its  electronic 
data  interchange  specification  for  on¬ 
line  transaction  of  advertising,  and 
Adobe  Systems  and  others  developed 
platform-independent  document  for¬ 
mats  to  facilitate  delivery  of  the  ads 
themselves. 

To  exploit  those  new  technologies 
and  standards  and  meet  the  emerging 
demand.  Mission  Critical  began  work 
on  AdShip,  designed  to  quickly  move 
ROP  display  ads. 

Though  it  will  support  delivery  via 
modem,  Switched-56  and  Integrated 
Services  Digital  Network  lines,  AdShip 
is  not  intended  to  compete  with  systems 
for  moving  the  four-color,  full-page  ads, 
according  to  Mission  Critical  marketing 
director  Pat  Sorn. 

In  early  spring,  the  company  consid¬ 
ered  showing  a  prototype  at  Nexpo,  but 
held  off,  said  Sorn,  in  order  to  concen¬ 
trate  on  AdFast  and  to  await  results  of 
work  undertaken  by  NAA’s  digital  ad 
delivery  task  force. 

AdShip  will  comprise  client  software 
for  the  advertiser’s  workstation  and  ad¬ 
ditional  server  software  for  the  newspa¬ 
per.  Because  ROP  display  rates  are 
known  and  handled  in  advance,  Sorn 
described  AdShip’s  function  as  more  in 
the  nature  of  fulfillment  than  the  inter¬ 
action  required  to  compose  and  price 
classified  liners. 

Mission  Critical  said  it  expects  to 
supply  ad  transaction  data  using  NAA’s 
“EDI-light”  specification  and  ad  con¬ 
tent  using  the  Portable  Document  For¬ 
mat  employed  by  Adobe  in  its  Acrobat 
software. 

Mission  Critical  started  up  five  years 
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ago,  working  with  the  Washington  Post, 
which  contributed  product  develop¬ 
ment  funding,  to  streamline  processing 
of  faxed  ads  by  eliminating  paper  out¬ 
put  (and  extra  fax  machines)  and  the 
need  to  rekey  ads.  The  work  led  to  the 
first  of  the  company’s  AdWare  products. 
AdFax  not  only  speeds  processing  and 
minimizes  hardcopy  loss  and  rekeying 
errors,  but  also  affords  centralized  SQL 
server  storage  and  access. 

Briefly,  ad  faxes  are  electronically 
passed  to  and  logged  into  the  AdServe 
server,  from  which  they  are  automati¬ 
cally  routed  to  the  proper  AdCheck 
workstation  for  review  and  editing. 
Completed  ads  are  then  loaded  onto  a 
live  ad  database  via  a  host  system  inter¬ 
face.  As  they  arrive,  ads  are  stored  in 
their  original  fax  format  and  as  text 
through  the  use  of  optical  character 
recognition  software. 

The  server  also  uses  duplicate  sets  of 
contract  and  transient  masters  from  the 
business  system  to  supply  customer  in¬ 
formation,  and  monitors,  displays, 
records  and  reports  fax  traffic  volume. 

On  the  AdCheck  client,  operators 
retrieve  and  complete  or  correct  ads, 
which  can  be  viewed  simultaneously  as 
original  faxes  and  corresponding  ASCII 
text,  then  send  them  to  the  host  system 
for  composition  and  pricing.  The  host 
system  returns  the  composed  ads  to 
AdCheck,  where  they  are  shown  with 
number,  price  and  schedule. 

Enhancements  to  the  system  (in¬ 
stalled  in  at  least  eight  large  U.S.  sites 
producing  18  newspapers  and  at  two 
dailies  in  the  Far  East)  include  adoption 
of  Xerox  Corp.’s  TextBridge  OCR  soft¬ 
ware  with  120,000-entry  word-compari¬ 
son  table  with  provision  for  adding  lo¬ 
cal  advertising  terms  (rated  at  92-99% 
accuracy),  continuous  notice  of  un¬ 
processed  ad  backlog.  Automatic 
FaxBack  to  acknowledge  receipt  of  a 
document  and  Account  Link  to  auto¬ 
matically  match  incoming  faxes  with 
their  account  master  files. 

At  Nexpo  95  in  Atlanta,  Sorn  said 
the  system  now  has  smarter  links  to 
sending  and  receiving  fax  machines.  It 
can  identify  an  ad  by  recognizing  an  ad¬ 
vertiser’s  fax  machine  and  can  monitor 
output  from  a  newspaper’s  fax  machine, 
allowing  an  AdCheck  operator  to  in¬ 
form  a  calling  customer  that  a  fax  has 
arrived  —  whether  out  of  a  fax  machine 
or  directly  into  AdFax. 

Earlier  in  the  year,  at  the  America 
East  Newspaper  Operations  Confer¬ 
ence  in  Hershey,  Pa.,  Mission  Critical 
sales  director  Bill  Farley  said  that  an  op¬ 


erator  can  access  account  information 
from  either  a  business  system  or  adver¬ 
tising  front  end,  according  to  a  newspa¬ 
per’s  preference.  But  the  only  surely  ac¬ 
curate  information  arriving  with  each 
fax  is  the  sender’s  fax  machine  number. 

After  each  advertiser’s  initial  trans¬ 
mission,  AdFax  will  automatically 
check  the  number  on  subsequent  in¬ 
coming  faxes  to  confirm  the  advertiser’s 
identity,  quickly  and  accurately  linking 
the  ad  to  accounts  and  creating  the  sys¬ 
tem’s  own  database.  Farley  said  the 
Windows-based  system  can  reside  on 
Atex,  System  Integrators,  Dewar,  and 
eventually,  other  vendors’  advertising 
systems,  allowing  sales  reps  to  call  up 
information  on  their  own  PCs. 

At  the  urging  of  prospective  cus¬ 
tomers,  Mission  Critical  spent  time  at 
Nexpo  conversing  with  some  of  those 
other  system  vendors. 

Also  among  the  new  features  Mis¬ 
sion  Critical  showed  at  Nexpo  was  Ad¬ 
Fax  Plus,  an  interface  that  allows  an 


AdCheck  operator  to  pass  the  text  and 
fax  versions  of  an  ad  to  a  display  ad 
network.  At  America  East,  Farley  re¬ 
ported  that  AdFax  had  been  interfaced 
to  the  Macintosh-based  display  ad 
make-up  system  at  the  Dallas  Morning 
News. 

Two  other  customers,  the  Cincinnati 
Enquirer  and  Boston  Globe,  were  the 
first  to  adopt  the  Fleet  Fax  program. 
Fleet  Fax  provides  advertisers  with  sug¬ 
gested  fax  parameters  and  a  submission 
template  that  includes  all  required  in¬ 
formation  in  a  designated  format  and 
permits  the  system  to  recognize  the 
single  transmission  of  multiple  ads. 

Custom  work  was  undertaken  for 
the  AdFax  system  at  the  Atlanta  Jour¬ 
nal  and  Constitution,  which  receives 
almost  2,500  ad  faxes  each  week. 
Working  with  Journal-Constitution 
staffers,  Mission  Critical  created  an 
application  programming  interface  for 
the  Cox  newspapers’  IBM  mainframe- 
based  ad  system.  By  Nexpo,  Mission 
Critical  reported  the  project  complete, 
with  operators  able  to  open  a  3270 
window  on  AdCheck  workstations. 


The  work  in  Atlanta,  said  Farley, 
would  be  applicable  to  many  of  his 
company’s  prospects.  Representing  “a 
good  portion”  of  Mission  Critical’s 
work  to  create  an  open  API  for  its  sys¬ 
tem  —  Sorn  called  it  “the  underpin¬ 
ning  for  the  generic  interface.” 

Remote  entry 

Copy  that  an  advertiser  composes  on 
a  PC  can,  of  course,  be  faxed  directly 
from  a  desktop  machine  equipped  with 
a  fax  modem.  But  if  the  receiver  of  an 
ad,  especially  a  text-only  document,  is 
not  a  fax  machine  but  another  comput¬ 
er,  why  create  a  fax  document? 

At  the  newspaper,  taking  ads  without 
typing  them  reduces  the  time  staff 
spends  processing  ads  and  its  chances 
of  introducing  errors  into  the  copy.  For 
the  advertiser,  ad  delivery  is  faster  and 
cheaper  than  courier  service,  and,  in 
different  ways,  two  different  systems  al¬ 
low  easy  retrieval  and  reuse  of  ads, 
quick  preview  and  costing  of  composed 


ads  and  a  faster  path  into  a  newspaper’s 
advertising  system. 

Mission  Critical’s  new  AdFast  allows 
advertisers  to  transmit  ad  copy  and 
scheduling  data  as  editable  text  from 
their  PCs  directly  into  AdServe.  The 
first  systematic  PC-to-newspaper  text 
transmissions,  however,  predated  Ad- 
Fast  by  about  10  years. 

A  project  undertaken  for  Newhouse 
Newspapers  led  to  creation  of  the  Ad- 
Star  classified  remote  entry  system  in 
1985,  the  developers’  incorporation  the 
next  year  and  merger  with  another  firm 
several  years  later. 

Today,  Ad-Star  Publishing  Technolo¬ 
gies’  offices  in  Los  Angeles,  New  York 
and  Brussels  serve  39  U.S.  dailies  at  24 
sites,  two  U.S.  metro-area  weeklies  and 
10  European  newspapers.  Including  an 
additional  five  U.S.  installations  now  in 
the  works,  the  customer  sites  represent 
Ad-Star  connections  to  at  least  a  dozen 
different  classified  advertising  systems, 
ranging  from  1970s-vintage  front  ends 
to  client-server  systems  now  installing. 

Ad-Star  was  begun  shortly  before  the 
fax  flood.  But  while  PCs  were  only  be- 


“There  is  no  database  access  ever.  There^s  no 
ability  to  kill  and  correct  ads  electronically 
because  none  of  the  newspapers  want  to  allow 
that,”  she  said. 
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ginning  to  find  their  way  into  news¬ 
papers  —  generally  on  the  business  side 
or  as  artists’  stand-alone  Macs,  rather 
than  as  publishing  systems  components 
—  the  general  business  community  was 
becoming  comfortable  with  the  ma¬ 
chines  by  1986. 

Ad-Star  president  Leslie  Bernhard 
said  the  company  she  founded  “ahead 
of  our  time”  is  seeing  its  persistence  pay 
off,  with  U.S.  newspaper  customers  now 
connected  to  well  over  1,200  advertisers 
that  use  Ad-Star  software.  The  system 
moves  more  than  a  million  ads  annual¬ 
ly,  according  to  the  company. 

Ad-Star  can  be  thought  of  as  two 
subsystems:  one  links  by  modeming  an 
advertiser’s  DOS,  Windows  or  Macin¬ 
tosh  computer  to  a  Telecommunica¬ 
tions  Processor  at  a  newspaper;  the  oth¬ 
er  interfaces  the  TP  to  the  newspaper’s 
advertising  and  business  systems. 

Advertisers  can  specify  markup  (han¬ 
dled  by  the  TP)  and  receive  trial  or  fi¬ 
nal  justified  copy  and  corresponding 
pricing. 

At  the  same  time,  space  can  be  re¬ 
served  electronically  for  display  ads,  to 
which  a  newspaper  ad  number  is  at¬ 
tached  to  move  the  ad  through  produc¬ 
tion.  Classified  display  ads  themselves 
can  be  moved  only  from  Macintosh- 
based  Ad-Star  Remote  workstations. 

European  Ad-Star  customers  already 
can  reserve  and  transmit  display  ads. 

“Just  this  January,”  said  Bernhard, 
“we  offered  it  as  an  upgrade  to  our  ex¬ 
isting  customers. 

“Everyone  that  buys  Ad-Star  from 
now  on  .  .  .  gets  display  as  part  of  it.” 
Later  this  fall,  she  said,  the  Star-Ledger, 
Newark,  N.J.,  will  be  Ad-Star’s  first  U.S. 
site  to  reserve  and  receive  classified  dis¬ 
play  ads. 

Display  ads  in  PostScript  printer  for¬ 
mat  or  as  encapsulated  PostScript  or 
Acrobat  files,  with  previously  issued 
reservation  numbers  or  identifiers,  are 
transferred  to  a  network  location  desig¬ 
nated  hy  the  newspaper. 

The  TP  can  extract  ad-processing 
status  information  from  a  Macintosh 
network  that  can  he  sent  to  the  creator 
or  advertiser. 

In  addition  to  returning  proof  copies 
and  billing  information,  the  system  of¬ 
fers  advertisers  file  management  and  re¬ 
porting  features  and  access  to  multiple 
newspapers. 

Ad-Star  Remote  software  uses  the 
NAA’s  CREST  standard  for  markup 
and  transmission  of  classified  liners  and 


Ad-Star’s  own  extensions  to  CREST  for 
display  ads.  Bernhard  said  Ad-Star  has 
promised  customers  that  it  will  move 
them  onto  any  display  ad  standard  that 
is  endorsed  by  the  entire  newspaper  in¬ 
dustry. 

Before  transmission,  the  software 
also  checks  for  proper  ad  classification, 
insert  dates,  markup,  contract  identifi¬ 
er  format  and  size  of  reserved  space. 

At  the  newspaper,  the  TP  acknowl¬ 
edges,  stores  and  routes  ads,  and  gener¬ 
ates  administrative  reports.  Among  its 
more  important  functions,  however,  it 
moves  ads  into  a  paper’s  front-end  sys¬ 
tem.  Before  ads  enter  the  system,  their 
lines  are  coded  to  break  according  to 
the  TP’s  hyphenation  and  justification 
routine.  This  forced  h&j  ensures  that 
line  counts  reported  by  Ad-Star  are  un¬ 
changed  when  type  is  set  and  the  ad 
billed. 

Ad-Star  worked  to  prevent  lines  that 
are  too  tight  or  too  loose.  To  deal  with 
any  differences  between  its  counting 
routine  and  that  of  the  newspaper’s 
composition  system,  its  “safety  factor” 
errs  on  the  side  of  excessive  spacing. 

Calling  it  “a  big  missing  piece”  in  the 
original  product,  Bernhard  said  h&j 
was  added  several  years  ago  because 
“everyone  always  wanted  it.” 

But  front-end  vendors  would  not  al¬ 
low  Ad-Star  to  pass  text  composed  on 
their  systems  to  advertisers. 

Ad-Star  had  to  provide  the  capabili¬ 
ty,  Bernhard  continued,  because  the 
firm  had  been  marketing  its  product  “as 
a  way  to  hold  advertisers  responsible  for 
their  copy.” 

Each  customer’s  paper  is  different,  re¬ 
quiring  that  markup  and  other  specifi¬ 
cations  differ  hy  site.  Therefore,  certain 
functions  are  best  programmed  into  the 
separate  TPs  rather  than  written  into 
the  generic  software  for  remote  users. 
The  h&j  at  each  site  must  be  compara¬ 
ble  to  that  achieved  on  the  host  system. 

Bernhard  reported  no  type-spacing 
complaints  from  customers,  who  must 
sign  off  on  the  h&j  before  accepting 
Ad-Star.  “That’s  part  of  our  agreement,” 
she  said. 

Approximating  a  newspaper  system’s 
line  breaks  “is  one  of  the  toughest 
things  we  do,”  said  Bernhard.  “Fre¬ 
quently,  we  have  to  back  into  that  h&j,” 
she  explained,  because  while  “at  some 
sites,  you’re  lucky  enough  to  have  some¬ 
one  around  who  knows  something 
about  it,”  more  often  the  person  who 
wrote  it  has  long  since  departed  for 


parts  unknown. 

The  generic  markup  on  the  advertis¬ 
ers’  side  includes  “virtually  everything 
.  .  .  that’s  available  to  a  newspaper  ad 
taker,”  Bernhard  said,  noting,  however, 
that  each  paper  decides  how  much  it 
will  make  available  to  advertisers.  The 
Washington  Post,  for  example,  extends 
to  advertisers  full  use  of  its  SII  system’s 
typesettable  display. 

Though  advertisers  can  retrieve  ads 
from  local  storage,  said  Bernhard,  “they 
can’t  touch  a  newspaper  ad,”  which  has 
already  been  converted  into  a  newspa¬ 
per’s  in-house  system  format.  “There  is 
no  database  access  ever.  There’s  no 
ability  to  kill  and  correct  ads  electroni¬ 
cally  because  none  of  the  newspapers 
want  to  allow  that,”  she  said. 

Martz:  newsprint 
won’t  affect  papers’ 
long-term  health 

NEWSPAPER  ASSOCIATION  OF 
America  chairman  Uzal  Martz  Jr.  said 
the  $44  billion  newspaper  industry  will 
experience  strong  growth  despite  the 
latest  round  of  newsprint  price  increas¬ 
es. 

“Newspapers  had  hoped  newsprint 
prices  would  stabilize  after  the  last  se¬ 
ries  of  price  hikes,  but  this  latest  in¬ 
crease,  and  lack  of  certainty  in 
newsprint  pricing,  should  not  adversely 
affect  the  long-term  health  of  the 
newspaper  industry,”  said  Martz.  “We 
expect  the  rest  of  this  year  to  continue 
strong,  approaching  6.5%  normal 
growth.” 

U.S.  newspapers  posted  their  best 
first-half  advertising  revenue  in  seven 
years,  rising  6.1%  to  $16.74  billion  dur¬ 
ing  the  first  six  months  of  1995. 

“Because  of  the  high  price  of 
newsprint,”  said  NAA  president  and 
CEO  Cathleen  Black,  “newspapers  are 
focused  on  conservation,  and  that’s 
driven  consumption  down  by  about  4% 
in  the  first  six  months  of  1995.” 

Newspapers,  she  added,  have 
streamlined  costs  and  production  oper¬ 
ations  and  are  more  efficient  and  bet¬ 
ter  equipped  to  deal  with  newsprint 
fluctuations  than  in  the  past. 

“This  is  not  to  say  that  newspapers 
are  not  very  concerned  about  this 
newest  round,”  said  Black,  “but  that 
they  are  adjusting  to  the  different  eco¬ 
nomics.” 


28 


Editor(S?Publisher  •  October  21,  1995 


Globe  looks  locally 
to  manage  ad  flow 


by  Jim  Rosenberg 

AS  THE  PRACTICE  of  electronic  de¬ 
livery  of  print  ads  grows,  and  with  it 
the  types  and  number  of  systems  avail¬ 
able,  the  need  for  capturing  and  man¬ 
aging  the  flow  of  ads  will  become  more 
urgent. 

A  common  collection  area,  presum¬ 
ably  at  or  near  the  point  of  reception, 
will  likely  bear  some  similarity  to  a  big- 
city  bus  station:  waiting  areas,  ticket 
sales,  support  services  and  schedules 
are  all  well  organized,  and  it  doesn’t 
particularly  matter  which  bus  line  is 
chosen  for  transport  or  what  route  is 
taken. 

For  the  job  of  writing  interfaces  to 
manage  the  flow  of  advertising  from 


the  Boston  Globe's  variety  of  electron¬ 
ic  delivery  systems,  and  “to  connect  all 
the  third-party  vendors  to  our  pagina¬ 
tion  system,”  advertising  operations 
senior  manager  Rich  Masotta  said  his 
paper  is  considering  three  area  firms: 
Advertising  Communications  Interna¬ 
tional  (ACl),  in  neighboring  Cam¬ 
bridge,  Mission  Critical  Technologies 
Inc.,  Concord,  and  Cascade  Systems 
Inc.,  Andover. 

For  its  half-million  circulation,  the 
Globe  already  uses  Cascade’s  DataFlow 
and  ImageFlow  products. 

A  developer  of  archiving  and  output 
management  systems.  Cascade  is  the 
pagination  integrator  at  Newsday, 
Melville,  N.Y.  —  like  the  Globe,  an 
Atex  publishing  systems  site.  And  like 
the  work  that  lies  ahead  for  the  Globe, 
Cascade  was  also  to  implement  a  sys¬ 
tem  to  manage  all  of  Newsday’s  hard 
copy  and  electronic  ads  and  tracking 
their  location  and  status. 

The  project  included  development 
of  extensions  to  Adobe  Systems’  Acro¬ 


bat  product  for  the  paper’s  AdLink  sys¬ 
tem  from  ACl  (E&P,  April  22,  p.80). 

In  addition  to  those  from  Mission 
Critical,  the  Globe  has  digital  ad  deliv¬ 
ery  systems  from  ACl,  Los  Angeles- 
based  Digiflex,  Ad/Sat  and  the  Associ¬ 
ated  Press,  both  in  New  York,  and  Ad- 
Express  Inc.,  the  recently  reorganized 
electronic  bulletin  board  service  based 
in  Milford,  Ohio. 

The  paper  also  operates  its  own  bul¬ 
letin  board-type  service  using  Apple 
fileshare,  and  it  receives  “quite  a  few 
color  ads”  on  Syquest  cartridges,  ac¬ 
cording  to  Masotta. 

Having  imagined  that  by  now  there 
would  be  fewer,  not  more,  vendors  of 
ad  delivery  systems,  Masotta  said  the 
paper  “must  investigate  all  possibili¬ 


ties”  for  receiving  ads  as  digital  files  in 
order  to  achieve  full  pagination  and 
eliminate  the  need  to  scan  ads.  The 
trick,  he  said,  will  be  in  pulling  every¬ 
thing  in  through  one  centrally  man¬ 
aged  location. 

To  handle  the  kind  of  work  the 
Globe  has  in  mind.  Mission  Critical 
has  been  working  on  AdFlow.  To  be 
introduced  next  spring,  the  product 
will  route  ads,  ad  components  and/or 
ad  information  throughout  the  paper 
(e.g.,  commercial  information  to  an  or¬ 
der-entry  front-end  or  business  system, 
graphics  to  an  ad  make-up  network  or 
production  server). 

“Building  onto  our  AdServe  func¬ 
tionality,”  said  the  company’s  market¬ 
ing  director,  Pat  Sorn,  AdFlow  would 
make  the  server  a  hub  for  ads  arriving 
electronically  from  and/or  bound  for 
diverse  systems. 

“We  know  people  are  not  going  to 
use  our  software  for  all  the  various 
parts”  of  the  process,  said  sales  manag¬ 
er  Bill  Farley. 


So  while  AdFax  and  AdFast  systems 
serve  mostly  local  advertisers’  liners 
and  small  classified  display  ads,  Sorn 
said  Mission  Critical  realizes  “news¬ 
papers  will  be  using  other  vendors’ 
means”  of  bringing  in  the  larger  ads 
because  they  are  the  means  chosen  by 
the  advertisers. 

But  with  AdFlow  receiving  and  di¬ 
recting  ad  traffic,  Farley  and  Sorn  “ex¬ 
pect  to  be  prepared  to  deal  with  the 
files  that  come  in  from  those  various 
sources.” 

Sorn  said  successful  routing  may  re¬ 
quire  interfaces  through  other  vendors’ 
black  boxes. 

“We’ll  definitely  be  able  to  read  the 
header  if  it  follows  the  specs  of  the  dig¬ 
ital  ad  task  force,”  she  said,  adding  that 
content,  too,  should  prove  no  problem 
if  communicated  in  a  portable  docu¬ 
ment  format. 

More  recently,  Sorn  said  it  became 
clear  at  Nexpo  that  Mission  Critical 
also  has  a  further  role  to  play  on  the 
ad-origination  end,  looking  “for  ways 
that  newspapers  can  supply  timely  in¬ 
formation  and  support  for  advertisers.” 

As  former  Atex  executives.  Mission 
Critical’s  three  founders  already  had 
connections  with  the  Globe  and  many 
other  papers  when  they  started  the 
firm. 

Among  them,  Masotta  recalled  soft¬ 
ware  development  vice  president  Josi- 
ah  R.W.  Strandberg’s  role  in  the  pa¬ 
per’s  Atex  Integrated  Advertising  Sys¬ 
tem  10  years  ago. 

Masotta  represented  the  advertising 
department  on  that  project,  while 
Strandberg  headed  development  of 
AIS  as  Atex  software  development  di¬ 
rector. 

Masotta  also  heads  the  best-prac¬ 
tices  work  group  within  the  Newspaper 
Association  of  America’s  digital  adver¬ 
tising  task  force.  For  most  of  a  year,  the 
task  force  had  been  seeking  to  advance 
the  various  means  of  electronic  deliv¬ 
ery  of  advertising  —  everything  from 
technical  feasibility  to  operational  and 
commercial  practicality.  Following  its 
final,  mid-August  meeting,  Masotta 
said  the  group  expected  to  publish  a 
best-practices  document  before  year’s 
end. 

But  Masotta  foresees  continued 
work  for  the  task  force.  Completion  of 
the  four  working  groups’  assignments 
will  probably  lead,  he  said,  to  the  need 
for  a  fifth  group  —  one  that  examines 
work  flow  issues  arising  from  electronic 
advertising  transmission  and  transac¬ 
tion. 


The  paper  also  operates  its  own  bulletin  board^type 
service  using  Apple  fileshare,  and  it  receives  “quite 
a  few  color  ads”  on  Syquest  cartridges,  according 
to  Masotta. 
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Digif lex  puts 
Times  on  FasTrak 


by  Jim  Rosenberg 

LOS  ANGELES  TIMES  ads  will  be 
the  first  to  move  over  the  Digiflex  net¬ 
work  via  Pacific  Bell’s  FasTrak  Imaging 
Solutions,  based  on  the  California  tel¬ 
co’s  FasTrak  switched  multimegabit  data 
service. 

A  division  of  Los  Angeles-based  In¬ 
formation  International  Inc.,  Digiflex 
electronically  delivers  advertisers’  digi¬ 
tal  files  to  publications  after  first  RIP- 
ping  tbe  ads  to  ensure  their  imagibility. 
“We  try  to  take  the  suspense  out  of  it 
when  it  comes  out  of  the  recorder,” 
triple-I  president  A1  Edwards  once  re¬ 
marked. 

The  object,  he  said,  is  to  make  life 
simpler  for  advertisers  and  guarantee 
output  for  newspapers. 

The  SMDS  service  introduced  by  the 


Data  Communications  Group  of  Pac 
Bell,  a  subsidiary  of  regional  Bell  oper¬ 
ating  company  Pacific  Telesis,  provides 
dial-up  communications  links  for  high¬ 
speed  transmission  of  large  digital  files 
representing  four-color,  image-intensive 
documents. 

Imaging  Solutions  permits  up  to  16 
locations  to  simultaneously  collaborate 
in  production,  revision  and  proofing  on 
Macintosh  workstations  (soon  also  for 
Windows-based  PCs)  while  discussing 
the  work  by  teleconference. 

The  service,  marketed  by  Santa  Bar¬ 
bara-based  prepress  computing  systems 
specialist  RB  Comm,  includes  data 
communications  equipment  from  Mul- 
tiAccess  Computing  Corp.,  also  in  San¬ 
ta  Barbara,  and  remote-viewing  and  an¬ 
notation  software  from  Group  Logic 
Inc.,  Arlington,  Va.  Pac  Bell  will  coor¬ 


dinate  communications  across  its  ser¬ 
vice-area  boundaries  with  a  customer’s 
preferred  long-distance  carrier. 

Upon  announcement  of  the  service 
at  the  Seybold  San  Francisco  trade 
show  late  last  month,  Digiflex  opera¬ 
tions  vice  president  E.J.  Dieckman  said 
that  besides  production  benefits,  the 
great  speed  allows  advertisers  to  take 
advantage  of  such  opportunities  as  last- 
minute  remnant  space  availability  and 
late  changes  to  ads  in  response  to  com¬ 
petitors’  prices. 

“What  Pac  Bell  has  done  is  given  you 
a  lot  of  the  abilities  of  the  local  area  net 
on  a  wide  area  net,”  said  Information 
International  senior  vice  president  Har¬ 
ry  Dahl. 

Also  likening  SMDS  to  an  “exten¬ 
sion  of  the  Ethernet,”  RB  Comm  owner 
and  president  Tom  Barich  said  it  may 


appear  as  a  dedicated  circuit  “that’s 
there  all  the  time  for  you,  but  you  give 
multiple  addresses  ...  to  connect  to.” 

“From  a  standpoint  of  scalability,  ob¬ 
viously  it’s  probably  one  of  the  better 
technologies  you  have,”  said  Barich,  ex¬ 
plaining  that  subscribers  can  buy 
SMDS  at  speeds  of  56kbps  (Switched- 
56),  1.544MB  T1  (like  primary  rate 
ISDN)  or  45MB  T3  (like  ATM). 

Barich  noted  that  asynchronous 
transmission  mode  (ATM),  the  trans¬ 
mission  method  with  a  specification 
written  for  a  T3  physical  connection,  is 
now  being  rewritten  to  run  over  T1  as  a 
minimum.  But,  predicting  rising  de¬ 
mand  for  video  communications  and 
falling  prices,  he  added  that  he  thinks 
T3  “will  be  the  speed  that  we’ll  be  talk¬ 
ing  on  in  two  or  three  years.” 

Whatever  bandwidth  is  selected,  the 


service  is  priced  at  a  flat  monthly  rate 
(reportedly  beginning  at  $650  or  $700) 
for  unlimited  use  at  all  hours  within  the 
local  access  and  transport  area.  The 
only  extra  charge  would  be  by  the  long¬ 
distance  carrier  for  calls  outside  the 
subscriber’s  LATA. 

From  an  installation/operation 
standpoint,  SMDS  at  the  L.A.  Times 
will  be  little  more  than  an  upgrade  to 
that  T1  connection  it  already  has  with 
Digiflex.  Barich  said  a  subscriber  needs 
no  more  than  an  under-$3,000  SMDS 
card  for  a  Macintosh.  The  technology, 
he  said,  is  a  chooser-level  application, 
where  the  SMDS-Talk  driver  appears 
on  the  network  control  panel. 

Pac  Bell’s  Imaging  Solutions  service, 
said  Barich,  is  already  used  by  two  large 
ad  agencies,  some  large  commercial 
printers  and  in  the  fields  of  teleradiolo¬ 
gy  for  medical  imaging,  industrial  com- 
puter-asisted  design  and  manufacturing 
and  education. 

Digiflex  now  relays  PostScript  ads  to 
about  120  newspapers.  Rather  than 
continue  to  sign  up  others  solely  to  ex¬ 
pand  its  network,  said  Dahl,  after  Digi¬ 
flex  surpassed  100  newspaper  sites,  it  fo¬ 
cused  on  adding  new  ones  “based  on 
what  advertisers  wanted  us  to  do.” 

So  far,  said  Dahl,  most  sites  are  large 
metro  papers.  Digiflex  expects  to  next 
add  customers  from  among  mid-size  to 
large  city  papers,  but  not  before  com¬ 
pleting  testis  with  advertisers  and  se¬ 
lected  newspapers  to  create  a  system 
with  “hands-free  piloting  on  both  ends.” 

Since  spring,  monthly  billings  have 
surpassed  $20,000,  according  to  Dahl, 
putting  Digiflex  “on  the  path  to  break¬ 
ing  even.” 

In  the  past,  Digiflex  was  “treated  as  if 
it  were  a  separate  company,”  said  Dahl. 
Organized  as  a  division  of  triple-I,  it  is 
to  be  more  closely  integrated  within  the 
company  when  triple-land  Autologic 
merge  this  fall.  Dahl  said  triple-I  recog¬ 
nizes  that  the  larger  merged  company 
will  have  more  adequate  resources  that 
Digiflex  can  exploit. 

While  Digiflex  staff  will  continue  to 
support  the  service’s  capabilities  (how 
ads  are  received,  processed  and  deliv¬ 
ered),  Dahl  said  triple-I’s  traditional 
support  organization  will  install  hard¬ 
ware  and  keep  newspapers  up  and  run¬ 
ning. 

Dahl  added  that  he  and  Edwards 
have  been  discussing  how  the  merged 
company’s  larger  sales  force  may  repre¬ 
sent  Digiflex  and  how  the  company  will 


“What  Pac  Bell  has  done  is  given  you  a  lot  of  the 
abilities  of  the  local  area  net  on  a  wide  area  net,” 
said  Information  International  senior  vice 
president  Harry  Dahl. 
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approach  advertisers.  Digiflex  has  had 
only  two  sales  staffers,  and  triple-I’s 
newspaper  sales  force  doesn’t  sell  sys¬ 
tems  to  advertisers. 

When  merger  plans  were  announced, 
triple-l  said  its  CEO  and  vice  chairman 
Charles  Ying  was  to  become  Digiflex 
chairman.  Dahl  said  the  change  does 
not  run  counter  to  plans  to  more  closely 
integrate  Digiflex  with  its  parent  orga¬ 
nization,  but  was  meant  to  indicate  that 
Ying  will  cede  line  responsibility  for  the 
core  business  while  remaining  involved 
with  the  company  through  direction  of 
its  Digiflex  business. 

While  the  merger  of  two  of  the  news¬ 
paper  industry’s  largest  output  systems 
suppliers-integrators  proceeds  to  a  fall 
finale,  Digiflex  tests  continue  with  J.C. 
Penney,  which  is  already  online  in  the 
Southwest.  Dahl  said  testing  is  far  along 
in  the  Southeast  and  catching  up  in  the 
Northeast  and  Northwest. 

“We’re  sending  ads  to  a  subset  of 
their  total  number  of  papers”  and 
adding  other  newspapers  as  Penney  re¬ 
quests  them,  he  said. 

“We  don’t  require  you  to  transmit 
PostScript,”  Dahl  said  of  the  Digiflex 
service.  So,  after  creating  file-conver¬ 
sion  automation  for  Camex  Breeze 
users  last  month,  said  Dahl,  Digiflex  is 
“about  to  do  a  very  selected  test”  for  an¬ 
other  large  retailer.  Circuit  City,  which 
is  now  entering  its  busy  season.  Proce¬ 
dures  for  Robinsons  May  department 
stores  were  already  automated. 

The  mechanism  for  automation  is 
triple-l’s  Soft-SPDL,  which  puts  Camex 
data  into  “usable”  form.  Edwards  de¬ 
scribed  Soft-SPDL  as  a  transition  strat¬ 
egy,  converting  Camex  files  to  com¬ 
pressed  PostScript  so  that  they  can  be 
passed  around  the  network,  and  then 
stored,  and  outputting  with  ads  created 
on  Macintoshes. 

According  to  Dahl,  Digiflex  seeks  to 
distinguish  itself  by  offering  systems  so¬ 
lutions  for  individual  users  rather  than 
dictating  how  advertisers  and  news¬ 
papers  communicate.  “We’re  using  the 
same  system  concept  that  A1  and  Char¬ 
lie  and  1  are  using  for  triple-l  as  a  whole 
and  applying  it  to  Digiflex,”  he  said. 

Acquired  by  triple-l  several  years  ago 
from  DuPont  Printing  and  Publishing 
(which  retained  its  editorial  and  classi¬ 
fied  projects),  Camex  pioneered  elec¬ 
tronic  ad  makeup  and  image  output. 
Because  half  of  the  remaining  35 
Camex  system  users  are  retailers,  said 
Edwards,  “it  became  a  fit  for  Digiflex” 
and  the  leveraging  of  triple-l’s  service 
and  support  organization. 
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Newsprint  numbers 

us.  DAILY  NEWSPAPERS  consumed 
762,000  metric  tons  of  newsprint  in 
July,  8%  less  than  a  year  earlier,  accord¬ 
ing  to  the  Newspaper  Association  of 
America. 

Publishers’  end-of-month  newsprint 
inventories  totaled  1.043  million  tons, 
representing  a  43-day  supply,  an  11.1% 
increase  over  939,000  tons  (36  days)  in 
July  1994. 

Digital,  Dewar  ink 
five-year  deal 

DEWAR  INFORMATION  SYSTEMS 
Corp.  and  Digital  Equipment  Corp. 
signed  a  five-year  contract  formalizing 
an  existing  nonexclusive  arrangement 
under  which  Digital  has  sold  and  sup¬ 
ported  more  than  800  seats  of  De- 
warView  publishing  software  at  news¬ 
papers  in  five  states. 

Clive  Segal,  chairman  and  CEO  of 
Dewar  under  its  new  owner.  Salt  Lake 
City-based  Sysdeco  Inc.,  said  Dewar,  in 
suburban  Chicago,  will  remain  a  soft¬ 
ware  house,  using  integrators  “to  pro¬ 
vide  overall  system  responsibility.” 

Digital  said  it  is  discussing  “other 
ways  in  which  Sysdeco  software  prod¬ 
ucts  for  publishing  may  he  made  avail¬ 
able  as  part  of  Digital’s  offerings.” 

Scitex  manages  color 
with  tools  from 
Helios  and  Logo 

SCITEX  CORP.  LTD.  said  it  will  offer 
users  of  its  Smart  342  scanners,  Ripro 
Servers,  Ripro  Archivers  and  various 
output  devices  a  controlled,  closed-loop 
color-management  system  using  the  In¬ 
ternational  Color  Consortium  Profile 
format  implemented  in  Apple  Color- 
Sync  2.0  and  tools  from  Helios  Software 
and  Logo. 

The  system  will  ensure  color  consis¬ 
tency  throughout  the  process  of  scan¬ 
ning  an  image  on  a  Smart  342  and  pro¬ 
cessing  it  through  the  Open  Prepress 
Interface  on  a  Ripro  Server.  ICC  pro¬ 
files  for  input  are  generated  using  the 
CreateLUT  Scitex  application  for  cre¬ 
ating  and  editing  color  transformation 


tables  from  various  Smart  scanners. 
ICC  profiles  for  output  devices  will  be 
generated  using  the  Logo  ProfileMaker 
Pro  application. 

Actual  color  space  transformations 
will  be  generated  on  the  Ripro  Server 
using  the  soon-to-be-released  Helios 
EtherShare  OPl  2.0.  Smart  342  color 
characteristics  will  be  automatically  at¬ 
tached  to  a  final  page,  enabling  full  col¬ 
or  match  in  the  proofing  or  final  output 
process. 

Konica  makes 
major  moves  in 
U.S.,  Europe 

IN  A  RESTRUCTURING  of  its  inter¬ 
national  graphic  arts  business,  Tokyo- 
based  Konica  Corp.  announced  forma¬ 
tion  of  a  new  U.S. -based  worldwide 
marketing  company,  relocation  of  man¬ 
ufacturing  to  the  U.S.,  acquisition  of 
the  assets  of  Dr.  Hojring  GmbH  and 
creation  of  Asian  and  European  sales 
subsidiaries. 

Konica  Imaging  International  was  es¬ 
tablished  to  oversee  global  marketing 
for  Konica  Graphic  Arts  products, 
which  include  photographic  films,  pa¬ 
pers,  chemicals  and  equipment.  Hidea- 
ki  Iwama,  president  of  Konica  Imaging 
U.S.A.,  Glen  Cove,  N.Y.,  is  responsible 
for  the  new  company. 

In  another  move  to  the  U.S.,  Konica 
japan  said  it  will  transfer  manufacturing 
of  major  graphic  arts  products  for  inter- 
national  sales  to  Konica  Imaging 
U.S. A.,  which  is  expanding  its  facilities 
to  accommodate  the  new  operations. 

Konica  Imaging  U.S.A.  also  has  ac¬ 
quired  the  assets  of  Dr.  Hojring  GmbH. 
Based  in  Hainburg,  Dr.  Hojring  was 
Konica’s  exclusive  agent  in  Germany.  Its 
president.  Dieter  Klein,  will  serve  as  ex¬ 
clusive  consultant  to  the  new  company. 
Dr.  Hojring/Konica,  where  Wolfgang 
Wohak  is  in  charge  of  sales  and  market¬ 
ing. 

Konica  also  said  it  acquired  the  assets 
of  KEPA,  which  it  identified  as  a  con¬ 
version  facility  that  will  provide  it  with 
a  European  finishing  operation. 

To  better  serve  overseas  dealers  in 
matters  of  technical  support,  promotion 
and  logistics,  Konica  Imaging  will  set  up 
separate  units  for  the  Pacific  Rim  and 
European  markets. 
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Campus  lour nalism 

Journalism 
education  to 
‘disappear^  at 

U*  of  Michigan 

Decision  is  made  to  end  SO-year'-old  master's 
program  at  the  end  of  this  academic  year 


by  Mark  Fitzgerald 

JOURNALISM  EDUCATION  WILL 
disappear  at  the  University  of  Michi¬ 
gan  when  its  50-year-oId  master’s  in 
journalism  program  ends  at  the  end  of 
this  academic  year. 

In  formally  accepting  a  faculty  com¬ 
mittee’s  recommendation  to  discontin¬ 
ue  the  master’s  in  journalism  program, 


Interim  Provost  Bernard  Machen  said 
that  the  graduate  program  never  really 
“fit”  with  the  university’s  reorganized 
undergraduate  department  of  commu¬ 
nications. 

When  that  department  was  reorgan¬ 
ized  earlier  this  year,  the  university 
eliminated  undergraduate  journalism 
education. 

Ironically,  at  the  time,  some  journal¬ 
ism  educators  and  professionals  had 
hoped  that  dropping  undergraduate 
journalism  education  might  benefit  the 
innovative  master’s  program  (E&P, 
Feb.  11,  p.  13). 

Instead,  students  currently  enrolled 
in  the  master’s  program  —  which 
trains  specialists  in  foreign  and  envi¬ 


ronmental  reporting  —  will  have  to 
complete  their  studies  by  May. 

The  grad  program  had  been  on  thin 
ice  since  last  year,  when  the  university 
refused  to  extend  the  contract  of 
Jonathan  Friendly,  director  of  master’s 
journalism  since  1988,  for  more  than  a 
year. 

Friendly,  a  former  media  writer  for 
the  New  York  Times,  sued  the  universi¬ 


ty  under  Michigan’s  whistle-blower  law 
—  saying  his  three-year  contract  had 
not  been  renewed  because  he  helped 
uncover  widespread  misuse  of  funds 
from  two  major  endowments  to  the 
journalism  school  (E&P,  Sept.  3,  1994, 

p.  20). 

University  officials  denied  that  the 
lawsuit  —  which  is  scheduled  to  come 
to  trial  this  month  —  had  anything  to 
do  with  the  decision  to  close  the  mas¬ 
ter’s  program. 

“I  just  think  it’s  awfully  sad  and 
short-sighted  of  the  university,”  Friend¬ 
ly  said.  “I  think  there’s  a  .  .  .  general 
loss  to  the  students.  We  had  a  lot  of 
students  who  were  taking  [journalism] 
classes  as  an  introduction  to  an  idea. 


Now  we  just  don’t  have  anything  for  a 
student  to  try  in  the  classroom.” 

Detroit  News  editor  and  publisher 
Robert  H.  Giles,  who  chaired  the 
American  Society  of  Newspaper  Edi¬ 
tors  study  of  what  editors  want  from  j- 
schools,  said  the  closing  of  the  gradu¬ 
ate  program  was  “regrettable.” 

Giles  said  he  had  hoped  Michigan 
would  develop  a  program  that  would 
allow  graduate  j -students  to  work  with 
the  university’s  many  world-class  re¬ 
search  departments  —  and  learn  about 
those  disciplines  at  the  same  time  they 
broaden  their  journalism  education. 

“The  University  of  Michigan  has 
such  a  strong  tradition  in  journalism,” 
he  said. 

“I  think  it  has  missed  a  wonderful 
opportunity.” 

Interim  Provost  Machen  held  out 
the  possibility  that  journalism  educa¬ 
tion  may  reappear  through  a  certifica¬ 
tion  program  that  would  allow  gradu¬ 
ate  and  post-graduate  students  in  oth¬ 
er  academic  disciplines  to  add  a 
certificate  of  journalism  to  their  degree 
by  completing  a  small  number  of  jour¬ 
nalism  courses  and  a  professional  in¬ 
ternship. 

Master’s  program  head  Friendly  said 
the  timing  of  the  decision  to  eliminate 
journalism  education  is  particularly 
unfortunate. 

“It  sets  a  bad  example.  When  Michi¬ 
gan  says,  ‘Well,  we’re  not  going  to  do 
it,’  it  sends  a  message  to  other  schools 
that  are  looking  to  cut  back  that, 
‘Well,  if  [journalism  education]  is  not 
important  to  Michigan,  why  is  it  im¬ 
portant  to  us?’  ”  Friendly  said. 

However,  Detroit  News  editor  and 
publisher  Giles  said  he  is  not  so  sure 
Michigan  is  regarded  as  that  kind  of 
symbol  anymore. 

“Journalism  at  Michigan  had  sort  of 
fallen  victim  to  the  communications 
theorists,”  he  said.  “Journalism  has  re¬ 
ally  been  on  the  bench  for  a  while.” 

Scholarship 

THE  BOSTON  GLOBE  and  North¬ 
eastern  University  have  jointly  estab¬ 
lished  a  seven-year  scholarship  pro¬ 
gram  for  cooperative  education  stu¬ 
dents  working  at  the  Globe. 

The  program  will  total  $130,000  in 
grants  over  the  next  seven  years. 


“The  University  of  Michigan  has  such  a  strong 
tradition  in  journalism,”  he  said.  “1  think  it  has 
missed  a  wonderful  opportunity.” 
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Interactive  Communications 


Chicago  Sun-Times 
connects  to  Web 

THE  CHICAGO  SUN-Times  intro¬ 
duced  both  a  twice-weekly  section  on 
the  Internet  and  its  own  World  Wide 
Web  homepage  Oct.  1. 

“Connected,”  the  newspaper  section, 
will  review  “great  and  cool  spots  on  the 
World  Wide  Web,”  Suri'Times  editor 
and  executive  vice  president  Dennis  A. 
Britton  said  in  an  introductory  column. 

All  sites  reviewed  in  the  newspaper 
will  be  linked  to  the  Web  site  through  a 
“Connected”  button,  Britton  said. 

Sun-Times  Online,  the  paper’s  Web 
site,  is  at  http://www.suntimes.com. 

Scitex  opens 
Web  site 

SCITEX  CORE.  LTD.,  the  big  digital 
prepress  and  printing  company,  has  es¬ 


tablished  a  Web  site  that  provides  ser¬ 
vices,  product  support  and  training, 
downloadable  software  as  well  as  prod¬ 
uct  and  financial  information. 

Each  of  the  Israel-based  corporation’s 
companies  has  a  separate  home  page 
that  includes  support  for  the  subsidiary’s 
products.  The  address  of  the  Scitex 
Web  site  is  http://www.scitex.com. 

New  AT&T  service 

SOME  MONTHS  AGO,  Microsoft 
raised  a  ruckus  when  an  employee  on 
the  Internet  leaked  the  company’s  plans 
to  develop  news  content  for  Microsoft 
Network. 

Despite  much  backpedaling  by  the 
company,  which  claimed  the  newsroom 
would  be  packaging  news  from  wire  ser¬ 
vices,  not  creating  content,  the  compa¬ 
ny  got  stung  by  the  press  and  had  to  an¬ 
swer  charges  of  conflict  of  interest. 

Now,  AT&T  Corp.  will  become  a 


content  provider  on  its  own  Inter¬ 
change  Online  Network  —  a  develop¬ 
ment  that  has  received  surprisingly  lit¬ 
tle  attention  in  contrast  to  the  Mi¬ 
crosoft  fracas.  AT&T  Business  Network 
will  provide  news  and  information 
aimed  at  emerging  or  home-based  busi¬ 
nesses,  entrepreneurs,  managers,  con¬ 
sultants  and  other  “self-reliant  profes¬ 
sionals.”  The  service  will  be  available 
this  fall  at  $39.95  per  month  for  10 
hours  of  connect  time  plus  $2.95  for 
each  additional  hour. 

“We’ve  put  the  industry’s  top  sources 
of  business  information,  plus  related  In¬ 
ternet  resources,  in  one  place  for  busy 
business  professionals  —  accessible 
through  a  single  online  connection  and 
organized  in  a  way  that  makes  it  easy  to 
find  the  information  they  need,”  said 
Michael  E.  Kolowich,  president  of 
AT&T  New  Media  Services. 

AT&T  had  denied  any  interest  in 
the  content  business  until  the  an¬ 
nouncement  of  its  business  service. 


Investment  Bankers  to  the 
Publishing,  Communications,  Media, 
Broadcasting,  Interactive  Digital  Media 
AND  Information  Industries 

\^ronis,  Suhler  &  Associates,  Inc.,  exclusively  serves  the 
media  and  communications  industry  providing  media  company 
owners  investment  banking  services  including:  mergers,  acquisitions, 
divestitures,  recapitalizations,  Hnancing  and  valuations.  Since  its 
founding  in  1981,  VS&A  has  completed  over  300  transactions  totaling 
in  excess  of  $18  Billion. 

Kevin  M.  La  valla,  VS&A’s  Managing  Director  for  Newspaper 
PubUshing,  has  over  10  years  experience  in  providing  financial 
advisory  services,  including  mergers  and  acquisitions,  to  daily  news¬ 
papers,  shoppers,  local  business,  legal  and  specialty  publications. 


Veronis,  Suhler  &  Associates  Inc. 


350  Park  Avenue,  New  York,  New  York  10022  •  Phone  212-935-4990  •  Fax  212-935-0877 


Kevin  M.  Lavalla 
Managing  Director, 
Newspaper  Publishing 


Editor6?Publisher  •  October  21,  1995 


33 


Top  25  Daily  Newspapers 

Ad  Inches  in 

Selected  National  Categories* 

July  1995  - 

Full  Run  ROP,  excluding  preprints 

Auto  Dealer 

Factory 

Computers  & 

Credit 

Food& 

Hotels  ft 

Motion 

Travel  ft 

UtilKios  ft 

NEWSPAPER 

TOTAL 

Airlines 

Associations 

Automotive 

Banks 

Software 

Cards 

Household 

Resorts 

Insurance 

Investments 

Picturos 

Tourism 

Comms 

1.  Yof4  Times 

217.552 

20,193 

6,911 

10,027 

29,415 

5,808 

2,160 

1,186 

5,679 

3,456 

9,043 

86,710 

6,304 

30,660 

2.  Los  Anficles  Times 

268.681 

13,453 

26,983 

31,651 

18,492 

3.419 

1,899 

2,549 

6,724 

3,937 

2,994 

125,929 

4,125 

26,526 

3.  Vashington  Post 

137,328 

9.870 

12,622 

20,963 

23,675 

3.220 

1,320 

965 

3,858 

3,146 

2,931 

27,434 

3,587 

23,737 

4.  New  York  Daily  Mews 

87,409 

6,087 

765 

5,049 

13,183 

39 

588 

1,066 

2,159 

3,845 

30 

34,569 

1,232 

18,797 

9.  Chica^  Tribune 

151,247 

14,260 

21,053 

25,112 

18,354 

2,823 

1,575 

2,955 

3,477 

3,403 

1,769 

27,533 

3,871 

25,062 

6.  Mewsday 

97.575 

6.605 

3,821 

6,681 

32,187 

280 

942 

911 

3,219 

28,453 

2,132 

12,344 

7.  Detroit  Free  Press 

60,166 

2,457 

7.581 

5,482 

7,487 

1,901 

252 

1,222 

492 

170 

987 

18,829 

847 

12,459 

8.  Dallas  Morning  Mews 

109,573 

6.373 

10.714 

11,031 

14,334 

1,861 

1,671 

1,030 

5,966 

2,788 

2,408 

24,500 

2,700 

24,197 

9.  Chia^(o  Sun-Times 

90,819 

8.921 

3,590 

16,437 

14,145 

140 

2,320 

2,061 

2,360 

487 

25,057 

2,493 

12,808 

10.  Boston  Globe 

150,606 

11,381 

6,559 

16,086 

18,718 

4,206 

1,826 

1,398 

15,681 

5,108 

6,784 

30,134 

3,334 

29,391 

11.  San  Francisco 

Chronicle 

111.774 

9.540 

4,554 

9,436 

14,092 

1.969 

1,773 

1,451 

5,318 

4.580 

2.508 

33,484 

2,526 

20,543 

12.  Philadelphia  Inquirer 

105,736 

4.873 

4,327 

14,784 

31,482 

1,364 

284 

673 

3,569 

2.468 

1,619 

26,613 

1,937 

11,743 

13.  Mewark  Star-Ledger 

127,883 

9.393 

6.712 

15,153 

38,568 

193 

942 

2,419 

4,705 

1,538 

19,982 

2,458 

25,820 

14.  Houston  Chronicle 

96,355 

5.751 

4.175 

15,182 

11,944 

2,656 

258 

755 

1,600 

751 

2,024 

24,572 

934 

25,753 

15.  Mew  York  Post 

78,042 

2,866 

1,670 

5,108 

4.888 

275 

40 

3,888 

1,718 

71 

24,449 

18,865 

14,204 

16.  Minneapolis  Star 

Tribune 

76,414 

3,675 

5.886 

11.841 

10.487 

343 

1,136 

3,907 

1,313 

3,891 

23,916 

371 

9,648 

17.  Cleveland  Main  Dealer 

63,764 

3,507 

5.802 

4,217 

16,582 

186 

100 

1,449 

1,127 

3,623 

705 

16,130 

766 

9,570 

18.  Phoenix  Arizona 

Republic 

74,616 

5.285 

8.599 

8,608 

10,119 

479 

1,177 

642 

3,153 

6,046 

915 

17,251 

1.415 

10,927 

19-  Miami  Herald 

92.344 

4.316 

9,386 

14,932 

13,561 

699 

334 

619 

1,814 

2,255 

1,314 

21,156 

5,514 

16,444 

20.  San  Diego  Inkm- 

Tribune 

123.007 

3,739 

16.513 

10.492 

12,743 

996 

1.187 

1,600 

3,708 

7,055 

2,505 

24,810 

3,699 

33,960 

21.  St  Petersburg  Hmes 

62,572 

1,791 

6,205 

14,764 

11,408 

156 

33 

740 

890 

721 

1,807 

9,932 

2,018 

12,107 

22.  Ormige  County 

Register 

148.712 

8.427 

25.483 

24,928 

14,078 

1,046 

1,346 

3,382 

7,284 

1,343 

25,971 

1.799 

33,625 

23.  Detroit  Mews 

56,552 

2.250 

7,201 

5,647 

7,323 

1,533 

83 

1,079 

415 

1,025 

17,126 

887 

11,983 

24.  Portland  Oregonian 

78,274 

5,989 

12.230 

15,031 

8,925 

567 

167 

2,377 

2,065 

837 

1,593 

15,720 

2,263 

10.510 

25.  Baltimore  Sun 

67,157 

5,223 

4,320 

7.476 

12,929 

553 

125 

2,234 

590 

1,508 

1,517 

15,498 

693 

14,491 

Top  25  Sunday  Newspapers 

Ad  Inches  in 

Selected  National  Categories* 

July  1995  - 

Full  Run  ROP,  e 

xcluding  preprints 

Auto  Deale 

Factory 

Computers  & 

Credit 

Food  ft 

Hotels  ft 

Motion 

Travel  ft 

Utilities  ft 

NEWSPAPER 

TOTAL 

Airlines 

Associations  Automotive 

Banks 

Software 

Cards 

Household 

Resorts 

Insurance 

Investments 

Picturos 

Tourism 

Comms 

1.  Mew  York  Times 

212,676 

13.516 

13,086 

20,951 

9,822 

686 

2.641 

1,305 

35,014 

2,438 

10,919 

39,071 

53,190 

10,037 

2.  Los  Angeles  Times 

140.143 

9.726 

5,764 

10,956 

7,014 

379 

770 

1,284 

33,929 

68 

1,139 

34,261 

25,670 

9,183 

3.  Washington  Post 

59.687 

3,991 

980 

2.085 

9,240 

652 

419 

264 

10,093 

836 

2,577 

9,442 

16,120 

2,988 

4.  Detroit  Mews  & 

Free  ftess 

63.231 

2.161 

15,680 

5,126 

7,184 

547 

152 

3,443 

131 

334 

6,842 

15,948 

5,683 

5.  Chiaqto  Tribune 

105,188 

7,213 

10.398 

13,167 

3,018 

1.931 

614 

448 

15,342 

787 

1,711 

7,699 

27,725 

16,135 

6.  Mew  York  Daily  Mews 

44,901 

772 

210 

834 

1.337 

252 

70 

119 

12,012 

357 

15 

10,732 

11,750 

6,441 

7.  Philadelphia  Inquirer 

80.967 

3.433 

2.935 

7,853 

13,537 

881 

791 

12.686 

1,519 

1,051 

8,761 

21,317 

6,203 

8.  Dallas  Morning  Mews 

74.884 

5.276 

1,753 

1,909 

14,357 

713 

35 

125 

9,599 

943 

1,111 

7,736 

21,377 

9,950 

9.  Boston  Globe 

121.360 

4.790 

5,675 

10,600 

19.098 

1,059 

388 

515 

21,788 

1,207 

1,985 

9,162 

35,520 

9,573 

10.  Mewsday 

48.347 

3.304 

1,610 

2,468 

3,691 

35 

105 

11,316 

210 

222 

7,920 

14,573 

2,893 

11.  Atlanta  journal  & 

Constitution 

81,008 

4,936 

7,615 

6,765 

7,236 

1.867 

25 

8,114 

1,133 

574 

7,197 

26,898 

8,648 

12.  Minneapolis  Star 

Tribune 

50,391 

1.090 

2.808 

4.538 

5,018 

394 

378 

256 

6,970 

592 

833 

6,699 

16,040 

4,775 

13.  Mewark  Star-Ledger 

91,751 

3,824 

2.233 

5,752 

24,408 

97 

85 

87 

18,785 

1,315 

1,791 

4,988 

27,105 

1,281 

14.  San  Frmictsco 

Chrmticie  &  Exmniner 

78,531 

6,665 

2,698 

4.131 

3,745 

735 

480 

653 

22,678 

70 

936 

9,215 

20,177 

6,348 

15.  Phoenix  Arizona 

Republic 

59.322 

3.746 

2,184 

2,037 

6,318 

313 

72 

14,839 

6,656 

827 

4,633 

12,943 

4.754 

16.  Houston  Chronicle 

60.743 

4,770 

680 

1,662 

11,947 

953 

42 

50 

6,773 

828 

1,007 

6,124 

18,190 

7,717 

17.  St  Louis  Post-Dispatch 

43.655 

2.785 

4,508 

3,867 

4,619 

443 

208 

2,731 

1,298 

721 

5,177 

11,529 

5,769 

18.  Cleveland  Plain  Dealer 

46.040 

2.%7 

875 

1,245 

5,503 

648 

161 

3,547 

878 

1,022 

4,367 

17,283 

7,544 

19.  Mimni  Herald 

53.645 

2.696 

3,402 

4,019 

4,829 

12 

4 

9,129 

741 

968 

6,657 

19,017 

2,171 

20.  Seattle  Tlmes/Post- 

Intellqtencer 

51,289 

4,505 

1,024 

982 

3.058 

1,247 

299 

4,758 

649 

918 

6,984 

22,368 

4.497 

21.  Baltimore  Sun 

40,543 

4.384 

1,684 

1.742 

7,834 

170 

107 

5,416 

408 

1,198 

4,732 

11,185 

1,683 

22.  Chiaqto  Sun-Times 

35.521 

2,977 

3,066 

1,889 

1,694 

1,522 

558 

22 

8,645 

8.083 

7,065 

23.  Milwaukee 

jountal-Sentinel 

52.480 

3,009 

3,461 

5,700 

8,434 

487 

473 

5,749 

383 

3,297 

3,091 

12.236 

6,160 

24.  St  Petersbuig  Times 

34.806 

1.330 

436 

1,119 

4,849 

61 

3,633 

345 

938 

2,554 

15,641 

3,900 

25.  San  Diq(o  Inion-Tribune 

51,914 

4,249 

2,698 

2,434 

5.870 

242 

155 

10,015 

221 

721 

7,178 

10,638 

7,493 

1  *Newspapers  are  listed  by  c 

irculation  based  on 

Audit  Bureau  FAS-FAX  report  for  the  period  ending  March  31, 

1995. 

1  Ad  data  provided  by  Competitive  Media  Reporting. 
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Top  25  Daily  Newspapers 

Ad  Inches 

in 

Selected  Retail  Categories* 

July  1995 

'  Full  Run  ROP,  excluding  preprints 

Apparel  & 

Auto  Supply/ 

Books  A 

Building 

Computer 

Consumer 

Department 

DiKOunt 

_ _ ^ 

TOTAL 

Accessories 

Repair 

Stationery 

Materials 

Stores 

Electronics 

sum 

Stores 

Stores 

Stores 

Accessories 

Stores 

Stores  ' 

Toys 

1.  New  York  Hines 

209,397 

27,454 

107 

6.694 

990 

24,325 

21,784 

65,188 

366 

32 

1,257 

42.552 

10,480 

3,036 

5,132 

2.  Los  Angeles  Times 

502.140 

12,089 

23.053 

1,766 

5,456 

13,321 

91,787 

204,843 

7.433 

1,602 

59.098 

36.363 

2.838 

9,014 

33,4/7 

3.  Washingum  Post 

402.256 

19.114 

6.384 

2,3% 

14,991 

20,984 

26.826 

138.664 

9,002 

4,306 

55,053 

84,714 

4,225 

6.624 

8,973 

4.  New  York  Daily  News 

190,088 

11.112 

10,639 

16 

7,545 

54,554 

46,1% 

2,674 

157 

11.529 

37.065 

1.773 

2.027 

4,801 

5.  Chicago  Tribune 

251,279 

21.146 

3,672 

1.151 

9,739 

5.116 

28.172 

88,551 

6,942 

8,403 

7,770 

46,400 

4,132 

8,179 

11.906 

6.  Newsday 

197,739 

6.120 

5,082 

388 

5,089 

3,810 

61,910 

66,520 

5.361 

854 

7,230 

26.882 

287 

3,174 

5,032 

7.  Detroit  Free  Press 

189,340 

8,528 

7.230 

1,771 

17,1% 

2,050 

36.520 

52.013 

3,886 

575 

21,261 

23,018 

1,011 

6,203 

8,078 

8.  Dallas  Morning  News 

450.961 

32,772 

6,741 

4,197 

14,509 

12,389 

31,662 

158,513 

11.813 

234 

45,386 

94,945 

4.549 

11.034 

22,217 

9.  Chicago  Suo-Hmes 

133.745 

12,883 

6,054 

1.984 

12.169 

176 

11.788 

48,927 

7,588 

2,174 

3,011 

19,420 

945 

2,326 

4,300 

10.  Boston  Globe 

247.257 

15,309 

2,322 

3.901 

8,997 

10,043 

22,665 

98.842 

29.491 

4.109 

3.940 

31,171 

4.326 

3.183 

8,958 

1 1.  San  Francisco  Chronicle 

206,177 

5,359 

2,4% 

2,737 

2.093 

2,261 

31,695 

105,451 

8,441 

37 

2,333 

24,778 

1,594 

4,121 

12,781 

12.  MiUadelphia  Inquirer 

252,276 

14,420 

2,791 

256 

11,932 

4.848 

24,776 

115,295 

3.568 

5,403 

11.659 

46,741 

1,029 

2.731 

6,827 

13.  Newark  Star-Ledger 

317.793 

24.928 

5,835 

1,596 

14,561 

4.639 

85.034 

67.246 

10.956 

3.941 

10.484 

74,161 

3,221 

3,033 

8,158 

14.  Houston  Chronicle 

389.890 

27.162 

9,645 

2,550 

14,322 

10,0% 

15,217 

156,001 

5,499 

832 

24,528 

94,476 

4.492 

5.888 

19,182 

15.  New  York  Post 

71.912 

6,010 

1,778 

50 

1.032 

7,437 

35,797 

546 

154 

73 

12,874 

900 

2,559 

2,702 

16.  Minneapolis  Star 

Tribune 

186.300 

9.225 

3,425 

2,401 

17,742 

6.659 

19,445 

50,703 

11,073 

3,055 

2.588 

41,556 

1,686 

5,762 

10,980 

17.  Cleveland  Plain 

Dealer 

223,927 

8,847 

4,079 

160 

13.949 

515 

18,417 

68,894 

8,553 

4,758 

55.372 

34,015 

850 

2,095 

3,423 

18.  Phoenix  Arizona 

Republic 

313.066 

8,549 

5,673 

1.202 

10,080 

6,398 

26,939 

109,288 

5.8% 

1,828 

20,373 

99,182 

1,846 

3.343 

12.469 

19.  Miami  Herald 

216,135 

5,450 

4,%7 

1,464 

6.298 

6,772 

47.794 

74,639 

3,772 

3,144 

2,780 

43.261 

1,639 

8.871 

5,284 

20.  San  Di^  Lnion- 

Tribune 

389,224 

8,666 

14,572 

3.880 

12.881 

16,451 

65.241 

119.398 

4.376 

1,771 

45,189 

51,320 

4,522 

6,246 

34,711 

21.  St  Petersbufg  Hfiies 

195,818 

7,535 

9,675 

588 

6,914 

520 

23,321 

56,227 

29,438 

2,270 

2,685 

41.265 

1.990 

5,365 

8.025 

22.  Orange  County 

Regteter 

511.844 

12,758 

39,451 

3,162 

13.461 

12.393 

68,652 

117.205 

6,704 

2.502 

75,780 

94,128 

7,223 

10,088 

48,337 

23.  Detroit  News 

173.7^7 

7,354 

7,112 

1,888 

16.827 

2.486 

35,974 

40,967 

3.527 

600 

22,609 

19,293 

1,057 

6,301 

7,792 

24.  Portland  Oregonian 

277,200 

4,833 

10,202 

1.104 

13,649 

5,902 

38,681 

83,754 

16,198 

759 

7,815 

76.120 

1,736 

6.495 

9,952 

25.  Baltimore  Sun 

238.703 

4.629 

1.921 

559 

9,863 

5,021 

40,185 

65,152 

13.433 

3,638 

64.808 

19,832 

811 

4,749 

4,102 

Top  25  Sunday  Newspapers 

Ad  Inches 

in 

Selected  Retail  Categories* 

July  1995 

'  Full  Run  ROP,  excluding  preprints 

Apparel  A 

Auto  Supply/ 

Books  A 

Building 

Computer 

Consumer 

Depaitment 

Discount 

Drug 

Food 

Furniture  A 

TOTAl 

Accessories 

Repair 

Stationery 

Materials 

Stores 

Electronics 

Stores 

Stores 

Stores 

Stores 

Accessories 

Stores 

Stores 

Toys 

1.  New  York  Hmes 

120,845 

21.438 

792 

78 

4,370 

10,536 

50,934 

530 

307 

21.518 

7,311 

1.256 

1,775 

2.  Los  Angeles  Times 

123.480 

7,812 

11.160 

3,566 

382 

904 

12,437 

52.415 

1.894 

3,350 

9.015 

9,471 

1,288 

3.133 

6.653 

3.  Washington  Post 

114,556 

5.710 

14,700 

2,389 

2.802 

672 

4,077 

30,958 

5,156 

551 

27,410 

15,600 

1,157 

1.793 

1,581 

4.  Detroit  News  &  Free 

Press 

60.194 

2.932 

8,882 

473 

4,617 

467 

6.193 

12.759 

3,258 

3.832 

12,741 

308 

1,373 

2,359 

5.  Chia^  Tribune 

109,495 

8,982 

6,464 

5,483 

2.967 

3,200 

10,323 

35,234 

5,567 

2.078 

344 

20,968 

998 

4,289 

2.598 

6.  New  York  Daily  News 

80,224 

2,384 

3,751 

22 

787 

252 

16.702 

10.018 

1.282 

20.819 

23,049 

245 

913 

7.  Philadelphia  Inquirer 

176,327 

5,798 

9,452 

81 

3,375 

628 

42,730 

40.160 

2.694 

3.266 

27,282 

36.308 

488 

2.216 

1,849 

8.  Dallas  Morning  News 

205,487 

4.537 

10,407 

1.760 

2,1% 

4.238 

34,905 

61.303 

5,243 

129 

44,917 

15,481 

1.077 

4.532 

14,762 

9.  Boston  Globe 

122.883 

6,692 

4,082 

236 

5.124 

3,643 

5,327 

39,880 

6.911 

3.617 

300 

35.541 

2,397 

4.711 

4,422 

10.  Newsday 

49,957 

2,%2 

1.158 

694 

1,695 

191 

5.341 

15.228 

3.389 

1.344 

15,483 

84 

1.659 

729 

11.  Atlanta  Journal  & 

Constitution 

118.221 

5,381 

13,361 

190 

742 

1,146 

29,356 

28,926 

12.062 

1,495 

8.145 

10.264 

1,778 

2.924 

2,451 

12.  Minneapolis  Star 

Tribune 

84,647 

1,478 

3,363 

301 

2,764 

999 

8.124 

16.455 

9,955 

384 

25.163 

9,710 

505 

2,706 

2.740 

13.  Newark  Star-Le<4{er 

154,579 

9,279 

7,213 

139 

4,303 

2,987 

14.692 

21,146 

5,671 

2.911 

49,147 

30.200 

1,025 

2.862 

3,004 

14.  San  Francisco 

Chronicle  &  Examiner 

84,665 

3,063 

1,118 

2,358 

329 

697 

8.954 

45,180 

3,013 

16 

622 

13,712 

1,072 

1.750 

2,781 

15.  Mioenlx  Arizona 

Republic 

92.153 

1,687 

6,894 

25 

2,950 

4,624 

4.838 

32,849 

4,471 

534 

12,100 

13.720 

1,985 

2,088 

3,388 

16.  Houston  Chronicle 

147,613 

9.836 

9,720 

1,754 

2.023 

4.481 

3,398 

57,973 

5.749 

734 

9.584 

30,362 

1.037 

2,912 

8,050 

17.  St  Louis  Post-Dispatch 

73,277 

817 

6,397 

357 

3,278 

768 

2,742 

27,340 

3,344 

810 

5.401 

17,874 

53 

2,670 

1.426 

18.  Cleveland  Plain  Dealer 

96,667 

1.862 

5,888 

153 

8.144 

441 

30.562 

23,736 

4,393 

2,417 

6.011 

7.799 

216 

2.642 

2.403 

19-  Miami  Herald 

72,751 

1.162 

5,456 

113 

1,321 

591 

10,379 

25,870 

4,587 

417 

1.275 

17,212 

1.908 

1,207 

1.253 

20.  Seattle  Tunes/Post- 

Intelligencer 

96,813 

1.652 

8,3% 

2.110 

1,414 

6,107 

17,533 

26.434 

5,170 

5,028 

4.769 

11,432 

945 

2,943 

2,880 

21.  Baltimore  Sun 

121,000 

1,767 

15,486 

219 

2,032 

706 

22.422 

20,000 

4,814 

34 

37,016 

13.798 

519 

1.146 

1,041 

22.  Chio^  Sttn-Hmes 

51,993 

3,862 

2,266 

100 

5,424 

19.264 

6,733 

4.689 

353 

150 

8,694 

44 

145 

269 

23-  Milwaukee 

81.329 

1.393 

4,270 

709 

2,741 

784 

3,799 

19,673 

7,057 

709 

9.270 

24,445 

269 

3.433 

2.777 

Journal-Sentinel 

53,465 

436 

6,444 

17 

836 

200 

5.877 

19,393 

6,640 

769 

2,260 

5.522 

1,174 

2,395 

1.502 

24.  St  Ptersburg  Times 

25.  San  Di^  I'nion-lribone 

107.652 

1,271 

6.282 

948 

2,917 

627 

25.285 

34.136 

3,301 

1.251 

8,348 

7,369 

1.513 

1,450 

11.954 

•Newspapers  are  listed  by  circulation  based  on  Audit  Bureau  FAS-FAX  report  for  the  period 

ending  March  31,  1995. 

1  Ad  data  provided  by  Competitive  Media  Reporting. 
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August  1995 

ADVERTISING  DATA 
SUPPLIED  BY 
NEWSPAPER 

(measured  in  inches) 


1995  1994 


FULL 

PART 

FULL 

PART 

RUN 

RUN 

RUN 

RUN 

ALBANY, 

N.Y. 

Times  Unlon-a/d 

ROP  Local.. 

25,411 

24,546 

Preprint  Local . 

29,163 

24,396 

ROP  National . 

3,107 

4,372 

Preprint  National . 

650 

Classified... 

33,182 

32,140 

Total . 

90,863 

86,104 

Times  Union-S 

ROP  Local.. 

12,596 

13,598 

Preprint  Local . 

79,275 

91,168 

ROP  Nalional . 

1,521 

1,896 

Preprint  National . 

15,560 

15,260 

Classified... 

14,700 

14,653 

Total . 

123,652 

136,575 

GRAND  TOTAL... 

214,515 

222,679 

YEAR  TO  DATE... 

1,794,200 

1,684,162 

ALBANY, 

ORE. 

Democrat-Herald-e 

ROP  Local . 

25,743 

27,000 

ROP  National . 

84 

66 

Classilled.. 

29,496 

29,193 

GRAND  TOTAL.. 

55,323 

56,259 

YEAR  TO  DATE.. 

.  389,864 

380,848 

ALBUQUEROUE,  N.M. 

Joumal-m 

ROP  Local . 

38,495 

36,202 

Preprint  Local . 

6,450 

30,960 

6,837 

22,575 

ROP  National . 

1,181 

1,487 

Display  Classified . 

21,842 

22,418 

In-Column  Classified . 

28,373 

28,012 

Total . 

96,341 

30,960 

94,956 

22,575 

Tribune-e 

ROP  Local . 

26,814 

22,724 

Preprint  Local . 

9,288 

22,833 

8.385 

15,480 

ROP  National . 

1,101 

1,365 

Display  Classified . 

21,111 

21,847 

In-Column  Classified . 

28,373 

28,012 

Total . 

..  86,687 

22,833 

82,333 

15,480 

Joumal-S 

ROP  Local . 

9,249 

11,083 

Preprint  Local . 

11,481 

61,533 

9,353 

59,085 

ROP  National . 

783 

1,283 

Display  Classified . 

13,090 

11,630 

In-Column  Classified . 

12,914 

12,083 

Total . 

..  47,517 

61,533 

45,432 

59,085 

GRAND  TOTAL. 

..  230,545 

115,326 

222,721 

97,140 

YEAR  TO  DATE. 

..  1,798,902 

744,847  1,742,483 

683,897 

BANGOR,  MAINE 


Dally  News-m 


ROP  Lpcal . 

11,942 

3,123 

13,238 

2,833 

Preprint  Local . 

4,258 

27,093 

4,070 

26,467 

ROP  Nalional . 

868 

418 

Preprint  National . 

324 

648 

162 

Display  Classified . 

4,921 

14,645 

In-Column  Classified . 

8,486 

Total . 

30,799 

30,216 

33,019 

29,462 

Daily  News-S 

ROP  Local . 

3,717 

685 

4,295 

491 

Preprint  Local . 

6,850 

24,954 

3,397 

21,334 

ROP  National . 

151 

180 

PreprinI  National . 

10,773 

32,041 

Display  Ciassitieo . 

6,875 

10,562 

In-Column  Classified . 

2,238 

Total . 

30,604 

25,639 

50,475 

21,987 

GRAND  TOTAL... 

61,403 

55,855 

83,494 

51,449 

YEAR  TO  DATE... 

517,525 

407,414 

531,617 

393,146 

1995 

1994 

FULL  PART 

FULL  PART 

RUN  RUN 

RUN  RUN 

BENNINGTON, 

Banner-m 

VT. 

ROP  Local . 

7,566 

7,477 

Preprint  Local . 

1,732 

2,182 

ROP  National . 

349 

327 

PreprinI  National . 

149 

185 

Display  Classified . 

5,165 

3,213 

In-Column  Classified . 

5,162 

5,031 

GRAND  TOTAL... 

20,123 

18,415 

YEAR  TO  DATE... 

148,595 

139,770 

BLOOMINGTON,  IND. 

Herald-Times-m 


ROP  Local . 

31,078 

30,955 

Preprint  Local . 

82.089 

87,149 

ROP  National . 

575 

231 

Preprint  National . 

3,316 

4,722 

Classified 

38,647 

39,601 

GRAND  TOTAL... 

155,705 

162,658 

YEAR  TO  DATE... 

,  1,169,915 

1,088,343 

Bl 

JFFALC 

»,  N.Y. 

News-a/d 

ROP  Local . 

29,479 

31,201 

Preprint  Local . 

2,978 

4,166 

3,646 

4,650 

ROP  National . 

3,597 

3,972 

PreprinI  National . 

19 

249 

Classified . 

38,035 

38,650 

Total . 

74,089 

4,185 

77,718 

4,650 

News-S 

ROP  Local . 

12,680 

14,136 

Preprint  Local . 

6,012 

14,011 

3,577 

12,599 

ROP  National . 

2,859 

3,611 

Preprint  National . 

2,979 

3,829 

Classified . 

12,987 

11,901 

Total . 

34,538 

16,990 

33,225 

16,428 

GRAND  TOTAL... 

108,627 

21,175 

110,943 

21,078 

YEAR  TO  DATE... 

852,189 

160,357 

849,092 

157,975 

CASA  GRANDE,  ARIZ. 

Dispatch-e 

ROP  Local . 

14,235 

11,507 

ROP  National . 

1,369 

434 

Display  Classified . 

2,465 

2,679 

In-Column  Classified . 

8,131 

8,070 

GRAND  TOTAL... 

26,200 

22,690 

YEAR  TO  DATE... 

201,812 

205,219 

CHAMPAIGN,  ILL. 

News  Gazette-eS 


ROP  Local . 

38,184 

1,875 

33,640 

486 

Preprint  Local . 

119,325 

46,440 

98,169 

33,540 

ROP  National . 

1,489 

1,032 

PreprinI  National . 

17,802 

21,027 

Classilled . 

35,855 

35,367 

GRAND  TDTAL.. 

.  212,655 

48,315 

189,235 

34,026 

YEAR  TD  DATE.. 

.  1,357,214 

326,733  1,286,264 

260,461 

CONWAY,  ARK. 

Log  Cabin  Democrat-eS 


ROP  Local . 

23,152 

21,372 

Preprint  Local . 

18,869 

19,320 

Classilled . 

11,891 

11,938 

GRAND  TOTAL... 

53,912 

52,630 

YEAR  TO  DATE... 

507,095 

399,662 

DURHAM,  N.C. 


Herald-Sun-m 


ROP  Local . . . 

26,426 

25,720 

ROP  National . 

1,371 

834 

Classified . 

21,070 

19,144 

Total . 

48,867 

45,698 

Flerald-Sun-S 

ROP  Local . 

12,137 

13,065 

ROP  National . 

499 

568 

Classified . 

7,812 

6,967 

Total . 

20,448 

20,600 

GRAND  TOTAL... 

69,315 

66,298 

YEAR  TO  DATE... 

584,031 

552,672 

1995  1994 


FULL 

PART 

FULL 

PART 

RUN 

RUN 

RUN 

RUN 

ERIE, 

PA. 

Times-e 

ROP  Local . 

22,967 

23,432 

Preprint  Local . 

35,009 

22,778 

ROP  National . 

1,648 

1,178 

PreprinI  National . 

88 

Classified . 

39,716 

36,382 

Total . 

99,340 

83,858 

Times-S 

ROP  Local . 

7,854 

9,938 

PreprinI  Local . 

87,486 

64,614 

ROP  National . 

324 

512 

Preprint  National . 

9,016 

11,316 

Classified . 

19,176 

18,676 

Total . 

123,856 

105,056 

GRAND  TOTAL.. 

223,196 

188,914 

YEAR  TO  DATE.. 

1,580,370 

1,452,162 

FORT  LAUDERDALE, 

,  FLA. 

Sun-Sentinel-mS 

ROP  Local . . 

96,646 

150,978 

94,588 

162,332 

Preprint  Local . 

48,106 

66,992 

51,154 

53,846 

ROP  National . 

14,911 

5,530 

19,705 

6,733 

Preprint  National . 

18,720 

360 

20,634 

960 

Classified . 

,  173,054 

56,091 

161,457 

54,051 

GRAND  TOTAL.. 

.  351,437 

279,951 

347,538 

277,922 

YEAR  TO  DATE.. 

..  3,066,285  2,472,720  3,124,015  2,439,142 

FORT  WAYNE,  IND. 


Journal  Gazette-m 


ROP  Local . 

23,753 

5,067 

27,468 

4,000 

Preprint  Local . 

18,189 

45,252 

16,378 

51.685 

ROP  National . 

1,529 

320 

374 

Preprint  National . 

200 

288 

Classified . 

43,059 

1,762 

42,671 

1,626 

Total . 

86,530 

52,601 

86,891 

57,599 

News  Sentinel-e 

ROP  Local . 

23,444 

5,067 

27,172 

4,000 

Preprint  Local . 

18,189 

44,772 

16,466 

51,685 

ROP  National . . 

1,589 

320 

515 

PreprinI  National . 

200 

288 

Classified . 

41,724 

1,762 

41,993 

1,626 

Total . 

84,946 

52,121 

86,146 

57,599 

Journal  Gazette-S 

ROP  Local . 

8,565 

1,918 

9,953 

1,538 

Preprint  Local . 

18,137 

62,868 

21,760 

53,245 

ROP  National . 

701 

16 

758 

42 

Preprint  National . 

11,776 

12,880 

528 

Classified . 

24,179 

268 

23,104 

735 

Total . 

63,358 

65,070 

68,455 

56,088 

GRAND  TOTAL.. 

.  234,834 

169,792 

241,492 

171,286 

YEAR  TO  DATE.. 

.  1,975,165  1,344,457  1,911,283  1,224,642 

FREDERICK,  MD. 

Post  &  News-m/e 


ROP  Local .  37,496  37,476 

Preprint  Local .  109,590  95,826 

ROPNallonal .  808  287 

Classilled .  43,839  41,645 


GRAND  TOTAL...  191,733  175,234 

YEAR  TO  DATE...  1,461,997  1,386,103 


GOLDSBORO,  N.C. 

News-Argus-e 


ROP  Local . 

15,827 

13,297 

Preprint  Local . 

30,444 

7,611 

25,542 

6,192 

ROP  National . 

419 

112 

PreprinI  National . 

129 

Classifield... 

22,654 

17,816 

Total . 

69,344 

7,611 

56,896 

6,192 

News-Argus-S 

ROP  Local . 

7,308 

7,909 

Preprint  Local . 

29,799 

2,451 

29,154 

2,064 

ROP  National . 

6 

136 

Preprint  National . 

6,966 

774 

Classified.... 

11,401 

10,405 

Total . 

55,480 

2,451 

48,378 

2,064 

GRAND  TOTAL... 

124,824 

10,062 

105,274 

8,256 

YEAR  TO  DATE... 

N/A 

*  Indicates  newspapers  repotting  figures  in  lines. 
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1995  1994 


FULL 

PART 

FULL 

PART 

RUN 

RUN 

RUN 

RUN 

GREENSBURG,  PA. 

Tribune-Review-m 

ROP  Local . 

23,018 

22,700 

Preprint  Local . 

21,382 

8,178 

16,226 

30,362 

ROP  National . 

918 

480 

Display  Classilled . 

15,730 

18,748 

In-Column  Classilled . 

32,811 

27,760 

Total . 

93,859 

8,178 

85,914 

30,362 

Tribune-Review-S 

ROP  Local .  23,890  25,713 


Preprint  Local . 

56,421 

18,199 

13,520 

27,984 

ROP  National . 

255 

365 

PreprinI  National . 

9,880 

16,900 

Display  Classilled . 

19,744 

16,061 

In-Column  Classilled . 

13,998 

8,356 

Total . 

.  124,188 

18,199 

80,915 

27,984 

GRAND  TDTAL.. 

.  218,047 

26,377 

166,829 

58,346 

YEAR  TD  DATE.. 

.  1,676,648 

195,916  1,231,666 

411,202 

HUTCHINSON,  KAN. 


News-mS 

ROP  Local . 

23,016 

22,933 

Preprint  Local . 

21,141 

99,329 

23,214 

96,162 

ROP  National . 

656 

288 

PreprinI  Nalional . 

20,784 

23,363 

Classified... 

26,767 

26,936 

GRAND  TDTAL... 

92,364 

99,329 

96,734 

96,162 

YEARTD  DATE... 

690,913 

753,053 

705,260 

660,406 

JACKSONVILLE,  FLA. 

Florida  Times-Union-mS 


ROP  Local . 

56,123 

27,862  55,859 

34.015 

Preprint  Local . 

129,258 

116,100 

ROP  Nalional . 

7,506 

7,399 

Preprint  National . 

21,801 

22,575 

Display  Classilled . 

52,159 

57,329 

In-Column  Classilled . 

32,490 

28,234 

GRAND  TOTAL.. 

.  299,337 

27,862  287,496 

34,015 

YEAR  TO  DATE.. 

.  2,296,526 

246,811  2,222,130 

264,207 

LEBANON,  IND. 


Reporter-e 

ROP  Local . 

11,119 

10,568 

Preprint  Local . 

8,223 

6,918 

ROP  National . 

120 

48 

Display  Classified . 

5,256 

6,907 

In-Column  Classified . 

1,466 

GRAND  TOTAL... 

26,184 

24,441 

YEAR  TO  DATE... 

209,550 

177,576 

LINCOLN, 

NEB. 

Journal  Star-mS 

ROP  Local . 

47,131 

41,412 

ROP  Nalional . 

2,348 

1,248 

Classitied . 

55,792 

50,337 

GRAND  TOTAL... 

105,271 

92,997 

YEAR  TO  DATE... 

694,464 

672,881 

LOGANSPORT,  IND. 

Pharos-Tribune-e 

ROP  Local . 

16,210 

15,707 

PreprinI  Local . 

50,584 

40.908 

ROP  Nalional . 

255 

105 

Preprint  National . 

84 

704 

Classilled 

15,055 

13,704 

GRAND  TOTAL... 

82,188 

71,128 

YEAR  TO  DATE... 

622,286 

428,535 

LOUISVILLE,  KY. 

Courier-Journal-a/d 


ROP  Local . 

36,662 

18,233 

39,047 

33,248 

Preprint  Local . 

48,480 

63,393 

ROP  National . 

1,194 

1,237 

Classified . 

40,176 

25,788 

27,668 

22,967 

Total . 

78,032 

92,501 

67,952 

119,608 

Courler-Journal-S 

ROP  Local . 

16,594 

250 

18,379 

593 

Preprint  Local . 

63,882 

72,098 

ROP  National . 

913 

1,081 

Preprint  National . 

12,068 

13,009 

Classilled . 

17,893 

16,145 

Total . 

35,400 

76,200 

35,605 

85,700 

GRAND  TOTAL... 

113,432 

168,701 

103,557 

205,308 

YEARTD  DATE... 

907,686  1,295,821 

852,624  1,323,901 

1995  1994 

FULL  PART  FULL  PART 
RUN  RUN  RUN  RUN 

MANCHESTER,  N.H. 

Union  Leader-m 


ROP  Local . 

37,089 

40,353 

ROP  Nalional . 

742 

1,327 

Classilled . 

33,497 

33,074 

Total . 

71,328 

74,754 

N.H.  Sunday  News-S 

ROP  Local . 

13,587 

14,246 

ROP  National . 

298 

536 

Classified . 

20,255 

19,291 

Total . 

34,140 

34,073 

GRAND  TOTAL... 

105,468 

108,827 

YEAR  TO  DATE... 

824,824 

843,357 

MEDICINE  HAT, 

ALBERTA 

News-e* 

ROP  Local . 

280,996 

338,924 

ROP  Nalional . 

39,419 

22,472 

Classified 

150,943 

141,383 

GRAND  TOTAL... 
YEARTD  DATE... 

471,358 

N/A 

502,779 

MIDDLETOWN,  N.Y. 


Times  Herald-Record-mS 


ROP  Local . 

58,621 

16,685 

61,249 

16.496 

Preprint  Local . 

32,517 

191,164 

50,862 

174,984 

ROP  National . 

630 

498 

PreprinI  National . 

17,640 

22,875 

Display  Classified . 

21,258 

21,669 

In-Column  Classified . 

46,120 

44,327 

GRAND  TOTAL... 

176,786 

207,849 

201,480 

191,480 

YEAR  TO  DATE...  1,430,152  1,451,790  1,692,847  1,244,263 

MUNCIE,  IND. 


Star-m 


ROP  Local . 

13,379 

14,505 

Preprint  Local . 

5,951 

4,616 

ROP  Nalional . 

289 

229 

Classified . 

15,130 

14,615 

Total . 

34,749 

33,965 

Press-e 

ROP  Local . 

19,526 

20,835 

PreprinI  Local . 

7,048 

6,122 

ROP  National . 

289 

375 

PreprinI  National . 

42 

Classified . 

17,241 

16,841 

Total . 

44,104 

44,215 

Star-S 

ROP  Local . 

6,235 

6,042 

Preprint  Local . 

5,478 

5,245 

ROP  National . 

92 

425 

Preprint  National . 

366 

482 

Classilled . 

5,161 

5,123 

Total . 

17,332 

17,317 

GRAND  TOTAL... 

96,185 

95,497 

YEAR  TO  DATE... 

761,679 

738,401 

NASHVILLE, 

TENN. 

Tennessean-m 

ROP  Local . 

34,638 

34,040 

Preprint  Local . 

11,766 

14,319 

ROP  National . 

2,254 

1,537 

Pieprini  Nalional . 

208 

22 

Classified . . 

43,489 

43,745 

Total . 

92,355 

93,663 

Banner-e 

ROP  Local . 

30,532 

29,963 

Preprint  Local . 

11,760 

14,009 

ROP  Nalional . . 

2,255 

1,579 

Preprint  National . 

208 

22 

Cassified . 

32,781 

34,657 

Total . 

77,536 

80,230 

Tennessean-S 

ROP  Local . 

19,137 

16,718 

Preprint  Local . 

37,408 

33,950 

ROP  National . 

1,591 

1,214 

PreprinI  National . 

12,195 

13,078 

Classified . 

24,164 

23,627 

Total . 

.  94,495 

88,587 

GRAND  TOTAL.. 

.  264,386 

262,480 

YEARTD  DATE.. 

.  2,328,566 

2,220,755 

1995  1994 

FULL  PART  FULL  PART 
RUN  RUN  RUN  RUN 

NORTH  BAY,  ONTARIO 


Nugget-m 


ROP  Local . 

13,983 

15,084 

Preprint  Local . 

62,624 

68,040 

ROP  National . 

2,707 

2,756 

Preprint  National . 

221 

334 

Classified . 

13,788 

16,736 

GRAND  TOTAL.. 

93,323 

102,950 

YEARTD  DATE.. 

692,087 

779,668 

NORTHAMPTON,  MASS. 

Dally  Flampshire  Gazette-e 


ROP  Local . 

31,612 

31,069 

Preprint  Local . 

32,508 

35,088 

30,186 

28.251 

ROP  National . 

19 

198 

Classified . 

15,362 

17,118 

GRAND  TOTAL... 

79,501 

35,088 

78,571 

28,251 

YEAR  TO  DATE... 

642,999 

230,781 

586,783 

167,055 

OLYMPIA,  WASH. 

Olympian-m 


ROP  Local . 

32,067 

36,105 

PreprinI  Local . 

121,250 

127,122 

ROP  Nalional . 

1,919 

1,252 

Classitied . 

37,347 

42,725 

GRAND  TOTAL... 

192,583 

207,204 

YEAR  TO  DATE... 

N/A 

PITTSBURGH,  ML. 

Post-Gazette-m 

ROP  Local . 

45,496 

9,457 

29,348 

8,233 

Preprint  Local . 

12,915 

115,399 

ROP  National . 

6,059 

168 

6,386 

4 

Classified . 

50,626 

14,078 

52,343 

17,839 

Total . . 

115,096 

139,102 

88,077 

26,076 

Post-Gazette-S 

ROP  Local . 

14,215 

3,322 

12,423 

4,633 

Preprint  Local . 

75,021 

33,765 

ROP  National . 

3,287 

36 

3,240 

Preprint  National . 

26,992 

Classified . 

34,471 

4,527 

31,401 

4,718 

Total . 

153,986 

41,650 

47,064 

9,351 

GRAND  TOTAL.. 

269,082 

180,752 

135,141 

35,427 

YEAR  TO  DATE.. 

1,982,117 

1,291,659  1,027,892 

252,301 

PROVIDENCE,  R.I. 


Journal-Bulletln-a/d 


ROP  Local . 

33,258 

22,254 

36,504 

14,449 

Preprint  Local . 

18,732 

93,165 

17,747 

106,077 

ROP  National 

3,340 

24 

2,813 

24 

Preprint  National . 

4,059 

488 

4,496 

Classitied . 

30.138 

1,327 

30,321 

886 

Total . 

85,468 

120,829 

87,873 

125,932 

Journal-S 

ROP  Local . 

16,804 

1,240 

22,903 

1,691 

PreprinI  Local . 

63,250 

81,570 

60,865 

90,743 

ROP  National 

1,547 

1,968 

PreprinI  National . 

12,470 

14,520 

Classified . 

12,757 

284 

13,911 

180 

Total . 

.  106,828 

83,094 

114,167 

92,614 

GRAND  TDTAL... 

.  192,296 

203,923 

202,040 

218,546 

YEARTD  DATE... 

.  1,502,534 

1,524,432  1,555,469  1,580,189 

RAWLINS,  WYO. 


Times-m 

ROP  Local . 

8,549 

9,194 

Preprint  Local . 

15,497 

16,634 

ROP  National . 

54 

Preprint  National . 

260 

Classified.... 

3,326 

2,532 

GRAND  TOTAL... 

27,686 

28,360 

YEAR  TO  DATE... 

154,324 

159,816 

READING,  PA. 

Times  &  Eagle-nVe 

ROP  Local . 

.  28,947 

33,969 

Preprint  Local . 

27,631 

17,740 

ROP  National 

882 

712 

Classified.... 

36,840 

38,205 

Total . 

...  94,300 

90,626 

*  Indicates  newspapers  reporting  figures  in  lines. 
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1995  1994 


FULL 

RUN 

PART 

RUN 

FULL 

RUN 

PART 

RUN 

Eagle-S 

ROP  Local . 

17,414 

20,612 

Preprint  Local . 

ROPNational . 

Preprint  National . 

Classified.. 

12,095 

9.456 

9,180 

23.355 

45,900 

13,760 

12,118 

11,790 

22,535 

51,495 

Total . 

.  71,500 

45,900 

80,815 

51,495 

GRAND  TOTAL.. 
YEAR  TO  DATE.. 

,.  165,800 
N/A 

45,900 

171,441 

51,495 

RENO, 

NEV. 

Gazette-Journal-m 
ROP  Locai . 

..  62,139 

71,763 

Preprint  Local . 

ROP  National . 

Preprint  National . . 

100,118 

666 

9,632 

68,891 

118,388 

1,262 

12,568 

63,593 

GRAND  TOTAL. 
YEAR  TO  DATE. 

..  241,446 
N/A 

267,574 

RICHMOND,  VA. 

Times-Dispatch-m 


ROP  Local . 

30,554 

7,271 

36,921 

6,846 

Preprint  Local . 

12,716 

1,575 

11,094 

2,331 

ROP  National . 

2,072 

2,468 

8 

Preprint  National . 

90 

85 

Classified. 

34,684 

35,886 

Total . 

80,116 

8,846 

86,454 

9,185 

Times-Dispatch-S 

ROP  Local . 

16,068 

17,705 

Preprint  Local . 

25,810 

1,091 

28,903 

1,040 

ROP  National . 

841 

1,017 

Preprint  National . 

10,119 

10,672 

Classified . 

22,563 

21,411 

Total . 

75,401 

1,091 

79,708 

1,040 

GRAND  TOTAL.. 

.  155,517 

9,937 

166,162 

10,225 

YEAR  TO  DATE.. 

.  1,401,862 

83,974  1,410,618 

107,412 

RIVERSIDE,  CALIF. 

Press-Enterprise-mS 


ROP  Local .  53,274  25,676  58,192  21,544 

ROP  National .  5,652  605  7,951  188 

Classified .  100,774  4,702  90,510 


GRAND  TOTAL...  159.700  30,983  156,653  21,732 

YEAR  TO  DATE...  1,239,554  228,108  1,160,004  170,870 


SACRAMENTO,  CALIF. 


Bee-mS 

ROP  Local .  64,649  23,329  70,708  19,794 

Preprint  Local .  122,404  51,999  142,440  60,510 

ROP  National .  15,324  14,443 

Preprint  National .  19,500  2.990  29,614  3,006 

Classified .  195.694  3,897  191.842  6,240 


GRAND  TOTAL...  417,571  82,215  449,047  89,550 

YEAR  TO  DATE...  2,878,877  596,157  2,885,326  574,601 


SAN  BERNARDINO,  CALIF. 

Sun-m 

ROP  Local .  41,239  41,803 

Preprint  Local .  43,764  56,460 

ROP  National .  4,106  4,903 

Preprint  National .  11,513  6,089 

Classified .  65,214  60,321 

GRAND  TOTAL...  165,836  169,576 

YEAR  TO  DATE...  N/A 


SAN  DIEGO,  CALIF. 

Union  Tribune-mS 

ROP  Local .  115,697  15,148  120,301  19,840 

ROP  National .  12,208  830  14,640  695 

Classified .  100,125  14,626  92,447  16,468 

GRAND  TOTAL...  228,030  30,604  227,388  37,003 

YEAR  TO  DATE...  1 ,947,61 1  275,724  1 ,938,975  31 2,909 


SAN  FRANCISCO,  CALIF. 


Chronicle-m 

ROP  Local .  35,269  8,099  34,630  11,383 

Preprint  Local .  39.088  34,958 

ROPNational .  10,366  114  13,629  578 

Preprint  National .  1,950  130 

Classified .  33,311  38,205 

Total .  119,984  8,213  121,552  11,961 


*  Indicates  newspapers  reporting  figures  in  lines. 


1995  1994 


FULL 

PART 

FULL 

PART 

RUN 

RUN 

RUN 

RUN 

Examiner-e 

ROP  Local . 

34,144 

7,199 

31,646 

11,113 

Preprint  Local . 

39,088 

34,958 

ROPNational . 

10,042 

114 

13,206 

290 

Preprint  National . 

1,950 

130 

32,898 

37,737 

Total . 

118,122 

7,313 

117,677 

11,403 

Examiner/Chronicle-S 

ROP  Local . 

21,950 

3,275 

23,783 

2,471 

Preprint  Local . 

81,636 

74,612 

ROP  National . 

7,476 

54 

8,852 

Preprint  National . 

16,640 

16,900 

Classified . 

21,713 

20,698 

Total . 

149,415 

3,329 

144,845 

2,471 

GRAND  TOTAL... 

387,521 

18,855 

384,074 

25,835 

YEAR  TO  DATE... 

3,230,267 

186,163  3,242,370 

214,124 

SITKA,  ALASKA 

Daily  Sentinel-e 

ROP  Local . 

4,260 

4,832 

ROP  National . 

153 

604 

In-Column  Classified . 

1,507 

1,231 

GRAND  TOTAL... 

5,920 

6,667 

YEAR  TO  DATE... 

45,649 

45,737 

SPOKANE, 

WASH. 

Spokesman-Review-m 

ROP  Local . 

38,849 

43,278 

Preprint  Local . 

7,774 

8,095 

ROP  National . 

3,795 

3,003 

Preprint  National . 

123 

Display  Classified . 

30,824 

33,945 

In-Column  Classified . 

16,247 

16,159 

Total . 

97,489 

104,603 

Spokesman-Review-S 

ROP  Local . 

9,185 

9,504 

Preprint  Local . 

5,054 

5,654 

ROP  National . 

3,411 

4,980 

Preprint  National . 

931 

1,320 

Display  Classified . 

15,597 

18,675 

In-Column  Classified . 

4,319 

5,266 

Total . 

38,497 

45,399 

GRAND  TOTAL... 

135,986 

150,002 

YEAR  TO  DATE... 

1,070,357 

1,114,592 

TOLEDO, 

OHIO 

Blade-m 

ROP  Local . 

35,347 

6,642 

30,081 

6,540 

Preprint  Local . 

32,752 

28,665 

ROP  National . 

1,041 

286 

1,524 

189 

Preprint  National . 

126 

Classified . 

20,265 

744 

17,898 

1,019 

Total . 

89,405 

7,672 

78,294 

7,748 

Blade-S 

ROP  Local . 

12,958 

14,927 

Preprint  Local . 

78,183 

78,876 

ROP  National . 

886 

1,340 

Preprint  National . 

18,396 

19,908 

Classified . 

13,723 

13,378 

Total . 

124,146 

128,429 

GRAND  TOTAL... 

213,551 

7,672 

206,723 

7,748 

YEAR  TO  DATE.. 

1,476,893 

56,691  1,500,514 

52,550 

TULSA, 

OKLA 

World-m 

ROP  Local . 

31,080 

10,514 

34,761 

9,882 

Preprint  Local . 

11,290 

32,792 

8,830 

31,604 

ROP  National . 

1,214 

56 

1,783 

Preprint  National . 

460 

128 

Display  Classified . 

14,460 

16,568 

In-Column  Classified . 

21,710 

21,350 

Total . 

79,754 

43,822 

82,420 

41,486 

World-S 

ROP  Local . 

15,361 

20,469 

Preprint  Local . 

51,812 

51,040 

ROP  National . 

722 

1,405 

Preprint  National . 

13,958 

17,314 

Display  Classified . 

14,270 

12,173 

In-Column  Classified . 

11,740 

10,597 

Total . 

107,863 

112,998 

GRAND  TOTAL. 

187,617 

43,822 

195,418 

41,486 

YEAR  TO  DATE. 

N/A 

1995  1994 


FULL 

PART 

FULL 

PART 

RUN 

RUN 

RUN 

RUN 

TWIN  FALLS 

>  IDAHO 

Times-News-mS 

ROP  Local . 

30,452 

27,852 

Preprint  Local . 

104,414 

90,674 

ROP  National . 

622 

387 

Display  Classified . 

28,129 

28,023 

In-Column  Classified . 

6,297 

5,135 

GRAND  TOTAL... 

169,914 

152,071 

YEAR  TO  DATE... 

1,188,346 

1,074,021 

WICHITA, 

KAN 

Eagle-m 

ROP  Local . 

32,323 

8,005 

33,405 

9,901 

Preprint  Local . 

214 

90,319 

1,078 

81,301 

ROPNational . 

1,577 

1,419 

16 

Preprint  National . 

12,960 

14,470 

Classified . 

61,429 

9,963 

65,059 

4,505 

GRAND  TOTAL.. 

108,503 

108,287 

115,431 

95,723 

YEAR  TO  DATE.. 

938,214 

780,023 

879,260 

715,823 

WINSTON-SALEM, 

N.C. 

Joumal-m 

ROP  Local . 

35,891 

3,205 

34,738 

3,874 

Preprint  Local . 

8,968 

22,866 

8,355 

18.265 

ROPNational . 

2,347 

2,360 

Preprint  National . 

342 

568 

Classified . 

45,232 

45,805 

Total . 

.  92,438 

26,413 

91,258 

22,707 

Journal-S 

ROP  Local . 

12,071 

1,255 

10,068 

881 

Preprint  Local . 

10,710 

39,076 

11,110 

30,327 

ROP  National 

706 

1,015 

Preprint  National . 

11,792 

12,356 

Classified . 

19,899 

20,980 

Total . 

.  55,178 

40,331 

55,529 

31,208 

GRAND  TOTAL.. 

,.  147,616 

66,744 

146,787 

53,915 

YEAR  TO  DATE.. 

,.  1,232,801 

488,651  1,253,766 

483,636 

YAKIMA, 

WASH. 

Herald-Republic-m 

ROP  Local . 

...  30,143 

28,264 

ROPNational . 

1,959 

1,870 

Oisp lay  Classified . 

...  34,985 

33,985 

In-Column  Classified.  .. 

...  28,053 

27,783 

GRAND  TOTAL. 

..  95,140 

91,902 

YEAR  TO  DATE. 

..  718,559 

685,131 

Name  change 
at  Penn  State 

THE  BOARD  OF  Trustees  at  Penn 
State  has  approved  changing  the  name 
of  the  School  of  Communications  to 
the  College  of  Communications. 

In  1985,  the  school  was  formed  by 
combining  the  existing  School  of  Jour¬ 
nalism  in  the  College  of  Liberal  Arts 
with  the  Telecommunications  program 
and  some  elements  of  the  Department 
of  Speech  Communications,  also  in 
Liberal  Arts.  Then  the  film  program 
from  the  College  of  Liberal  Arts  was 
added. 

In  1985,  the  School  of  journalism 
had  more  than  800  students.  The  new 
college  now  serves  1,645  students,  mak¬ 
ing  it  the  fourth-largest  program  after 
Michigan  State,  Cal  State  Fullerton, 
and  Syracuse. 
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Two  Canadian 
weeklies  merge 

TWO  WEEKLY  CANADIAN  news¬ 
papers  in  the  United  States  announced 
plans  to  merge  operations. 

Canada  News,  in  Auburndale,  Fla., 
and  the  Sun  Times  of  Canada,  in  Tam¬ 
pa,  primarily  serve  the  “snowbird”  mar¬ 
ket  —  Canadians  who  winter  in  the 
southern  United  States. 

Geoffrey  Stevens,  editor  and  publish¬ 
er  of  the  Sun  Times,  said  that  both 
newspapers  will  continue  to  be  pub¬ 
lished  under  the  new  company,  and 
each  newspaper  will  maintain  its  own 
editorial  and  advertising  staff.  The 
combined  businesses  will  be  operated 
by  the  Sun  Times. 

API  begins 
fundraising  program 

THE  AMERICAN  PRESS  Institute  has 
begun  a  campaign  to  raise  $10  million, 
half  by  its  50th  anniversary  in  1996  and 
the  rest  by  1998,  to  support  seven  sepa¬ 
rate  programming  objectives. 

During  the  past  year  of  planning,  $3 
million  for  the  new  endowment  was  re¬ 
ceived,  including  a  $1.5  million  pledge 
from  the  John  S.  and  James  L.  Knight 
Foundation. 

Other  grants  have  come  from  Scripps 
Howard;  Central  Newspapers  Inc.;  Mc- 
Clatchy  Newspapers;  Donrey  Media 
Group;  and  from  James  H.  Ottaway  Sr., 
founder  of  Ottaway  Newspapers  and 
API  board  member,  and  his  sons,  James 
H.  Ottaway  Jr.,  chairman  of  Ottaway, 
and  David  B.  Ottaway,  a  Washington 
Post  foreign  correspondent. 

Editor  resigns 

LONDON  DAILY  TELEGRAPH  ed¬ 
itor  in  chief.  Max  Hastings,  has  an¬ 
nounced  his  resignation  after  10  years 
with  the  newspaper.  Hastings  will  be¬ 
come  editor  of  tbe  Evening  Standard. 

Hastings  has  agreed  to  stay  at  the 
Telegraph  until  his  replacement  is 
found. 

Telegraph  chairman  Conrad  Black 
said  he  received  the  resignation  with 
regret. 

“In  his  time  as  editor,  Mr.  Hastings 
has  led  the  Telegraph  to  an  unprece¬ 
dented  status  as  a  full-priced,  full-ser¬ 
vice,  quality  broadsheet,  pre-eminent 
in  its  field,”  Black  said. 


lAPA 

Continued  from  page  14 

optimism  about  print  journalism,  de¬ 
claring:  “There  will  always  be  a  de¬ 
mand  for  newspapers  of  substance.” 

“Our  strength  is  that  we  gather  and 
distribute,  better  than  anyone,  that 
which  people  who  need  reliable  news 
most  desire:  accurate,  timely,  richly 
contextual  information.  To  those  who 
wonder  if  our  day  is  passed,  I  say  that 
our  best  days  are  ahead.” 

Lawrence  touted  lAPA’s  successes  in 
the  past  year  in  fighting  infringements 
of  press  freedom  and  in  championing 
the  Principles  of  Chapultepec,  a  kind 
of  First  Amendment  for  the  hemi¬ 
sphere. 

He  also  laid  out  a  three-part  blue¬ 
print  for  his  year  as  lAPA  president. 

First,  he  vowed  to  defend  press  free¬ 
dom  everywhere  in  the  hemisphere  — 
in  word  and  deed  —  with  the  help  of  a 
$484,000  grant  from  the  Miami-based 
John  S.  and  James  L.  Knight  Founda¬ 
tion. 

It  will  be  a  big  job,  judging  from  last 
year’s  record  of  22  dead  journalists  plus 
injuries  to  and  threats  against  many 


more.  To  start,  lAPA  plans  to  study  the 
causes  and  consequences  of  crimes 
against  journalists  in  three  nations. 

Second,  lAPA  will  press  to  expand 
membership  in  Brazil,  the  world’s  10th 
largest  economy. 

Third,  lAPA  will  try  to  raise  its  U.S. 
profile,  the  theory  being,  “We  must  do 
much  to  teach  those  accustomed  to 
press  freedom  what  fragile  and  unique 
privilege  they  enjoy.” 

As  part  of  that  effort,  Lawrence  an¬ 
nounced  that  he  and  Edward  Seaton, 
editor  and  publisher  of  the  Manhattan 
(Kan.)  Mercury,  would  lead  a  group  of 
U.S.  editors  and  publishers  on  a  tour  of 
Latin  American  nations. 

The  tour  is  an  effort  to  unify  the 
need  for  a  free  press  throughout  the  re¬ 
gion. 

He  called  on  newspapers  on  both 
sides  of  the  U.S.-Mexico  border  to  ed¬ 
ucate  readers  and  to  dispel  myths  and 
stereotypes. 

“If  we  aspire  to  form  part  of  one  vast 
community,”  Lawrence  said,  “we  have 
to  do  our  utmost  as  journalists  and 
newspapers  to  establish  meaningful 
links,  to  bring  our  peoples  closer  to¬ 
gether.” 


YALE  LAW  SCHOOL 

Knight  Fellowships  in  Law  for  Journalists 


I  often  describe  my  year  of  study  at  Yale  Law  School  as  one  of  the  most 
exhilarating  of  my  life.  It  is  hard  to  convey  what  a  change  in  thinking, 
a  fine-tuning,  a  focusing  I’ve  gained  as  a  result  of  my  year  at  Yale. 

— -Jan  Hoffman,  MSL  ’91,  The  New  York  Times 

Yale  Law  School  offers  joumahsts  the  chance  to  step  back  from  the 
press  of  deadlines  and  learn  about  the  law  in  depth.  Our  superb  fac¬ 
ulty,  small  classes,  and  challenging  and  supportive  student  community 
make  the  school  an  invigorating  place  to  study  legal  theory  and  pohcy 
issues  as  well  as  day-to-day  procedure.  Fellows  follow  the  first-year 
law  curriculum,  taking  basic  required  courses  in  the  fall  term  and  elec¬ 
tives  in  the  spring.  Upon  successful  completion  of  the  program,  fellows 
receive  the  degree  of  Master  of  Studies  in  Law. 

The  five  fellowships  include  stipends  of  up  to  $22,500  toward  hving 
expenses,  under  a  grant  from  the  Knight  Foundation.  In  addition, 

Yale  Law  School  provides  full-tuition  grants  to  fellows  who  return  to 
joumahsm  after  completing  the  program. 

Apphcations  for  1996—97  are  due  by  January  17,  1996.  For  further 
information,  please  write  to  Fellowships  in  Law  for  Journalists,  Yale 
Law  School,  P.O.  Box  208215,  New  Haven,  Connecticut  06520-8215. 
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Consortium  formed 
for  feature  delivery 

Seven  syndicates  (but  not  King)  have  joined  the  digital 
group,  which  may  affect  the  future  of  AP  ComicSEND 


by  David  Astor 

SEVEN  MAJOR  SYNDICATES  have 
formed  a  “Digital  Features  Consor¬ 
tium”  that  will  work  to  create  industry 
standards  and  services  for  the  electron¬ 
ic  delivery  of  comics  and  other  materi¬ 
al. 

But  King  Features,  the  syndicate 
with  the  most  comics,  is  not  one  of  the 
seven  participants. 

And  the  forming  of  the  consortium 
is  an  indication  that  syndicates  have 
some  questions  about  the  new  AP 
ComicSEND  service  from  the  Associ¬ 
ated  Press. 

The  consortium  includes  Chronicle 
Features,  Creators  Syndicate,  the  Los 
Angeles  Times  Syndicate,  Tribune  Me¬ 
dia  Services,  Universal  Press  Syndi¬ 
cate,  United  Media  and  the  Washing¬ 
ton  Post  Writers  Group. 

Tribune  Media  vice  president/edito¬ 
rial  and  development  Michael  Silver 
announced  the  consortium  —  which  is 
still  open  to  syndicates  of  all  sizes  —  at 
the  Oct.  11  Newspaper  Features  Coun¬ 
cil  meeting  in  Atlanta.  He  said  the 
consortium  will  soon  send  out  a  survey 
to  daily  newspapers  to  help  figure  out 
the  best  ways  for  syndicated  material  to 
be  provided  electronically  to  these  pa¬ 
pers. 

“The  consortium  will  have  no  influ¬ 
ence  or  involvement  in  content,  sales 
or  pricing  issues,”  Silver  told  the  NFC 
audience,  which  included  syndicate  ex¬ 


ecutives,  newspaper  editors,  cartoon¬ 
ists  and  columnists. 

After  evaluating  the  survey  results, 
the  consortium  plans  to  release  a  draft 
of  digital  standards  and  guidelines  at 
editorial  and  production  conferences 
next  spring. 

Then,  one  of  a  number  of  scenarios 
might  ensue.  The  consortium  could 
make  an  electronic  distribution 
arrangement  with  AP  or  another  exist¬ 
ing  pagination  service,  form  its  own 
digital  delivery  operation,  or  do  some¬ 
thing  else. 

Syndicate  executives  speaking  on 
background  in  Atlanta  said  that  be¬ 
cause  comics  pages  usually  include  ma¬ 
terial  from  several  syndicates,  some 
kind  of  industry  standardization  and 
cooperation  is  needed  to  make  it  easi¬ 
er  for  these  pages  to  be  paginated.  But, 
at  the  same  time,  syndicates  want  to 
retain  as  much  control  as  possible  over 
the  distribution  of  their  comics. 

The  issue  of  control  was  apparently 
one  reason  why  AP  did  not  have  more 
success  this  year  convincing  syndicates 
to  use  ComicSEND.  One  syndicate  of¬ 
ficial  in  Atlanta  said  that  if  the  consor¬ 
tium  strikes  any  kind  of  deal  with  AP 
after  the  survey  is  completed  next  year, 
it  will  be  more  “on  syndicates’  terms.” 

Syndicate  executives  also  cited  sev¬ 
eral  other  reasons  for  not  signing  with 
AP  this  year  —  including  the  pricing 
of  ComicSEND  and  dissatisfaction 
with  some  aspects  of  AP  DataFeature, 


which  has  delivered  syndicated 
columns  and  other  material  to  news¬ 
papers  for  years. 

Two  years  ago,  at  an  NFC  meeting 
in  Philadelphia,  representatives  from 
King  and  AP  sat  on  a  panel  to  discuss 
their  joint  efforts  to  devise  a  cost-effi¬ 
cient  system  for  delivering  comics  elec¬ 
tronically  (E&P,  Oct.  16,  1993,  p.  36). 
But  this  month.  King  announced  that 
it  would  handle  sales  and  marketing  for 
the  Reed  Brennan  Media  Associates 
pagination  service  (E&P,  Oct.  14,  p. 
34).  What  happened? 

King  director  of  operations  Paul 
Eberhart,  reached  in  New  York  City 
Oct.  13,  said  the  plan  in  1993  was  for 
AP  to  electronically  transmit  comics  to 
newspapers  —  which  would  then  pagi¬ 
nate  their  own  funny  pages.  By  this 
year,  he  added,  the  plan  had  changed 
to  one  in  which  AP  itself  would  handle 
the  paginating. 

Eberhart  also  said  that  it  was  his 
perception  that,  for  much  of  the  time 
between  1993  and  1995,  AP  had  con¬ 
centrated  more  on  other  projects  than 
on  electronic  delivery  of  comics. 
Meanwhile,  he  noted,  Reed  Brennan 
was  developing  a  track  record. 

“Reed  Brennan  was  up  and  operat¬ 
ing,  and  they  seemed  to  be  doing  well,” 
stated  Eberhart,  when  asked  why  King 
decided  to  represent  the  Florida-based 
company. 

As  for  why  King  decided  not  to  join 
the  consortium,  Eberhart  said  doing 
so,  while  also  representing  Reed  Bren¬ 
nan,  might  have  led  to  a  “conflict  of 
interest.”  He  added  that  King  was  al¬ 
ready  holding  discussions  with  Reed 
Brennan  when  the  syndicate  first 
learned  about  the  consortium. 

What  do  other  syndicates  think 
about  the  King-Reed  Brennan  agree¬ 
ment?  Two  executives  in  Atlanta  said 
Reed  Brennan  might  now  no  longer  be 
viewed  as  neutral  —  meaning  other 
syndicates  could  feel  uncomfortable 
working  with  the  company. 

Eberhart  disagreed,  noting  that  King 
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This  is  what  the  Digital  Features  Consortium's  letterhead  looks  like.  Other  syndicates  may  join  in  the  future. 
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will  be  handling  Reed  Brennan’s  sales 
and  marketing  and  nothing  else. 

“I  still  think  Reed  Brennan  Media 
Associates  is  a  neutral  party,”  he  said, 
adding  that  the  company  will  be  at¬ 
tractive  to  other  syndicates  “as  long  as 
it  provides  a  good  service.” 

What  does  AP  think  about  all  these 
digital  delivery  developments? 

Director  of  marketing/new  business 
Amy  Selwyn,  reached  in  New  York 
City  Oct.  17,  said  the  consortium  is  “a 
great  idea”  and  that  she  hopes  syndi¬ 
cates  will  use  AP  ComicSEND  after 
the  consortium’s  survey  is  completed 
next  year. 

“We  think  we  have  a  really  good  ser¬ 
vice,  and  we  plan  to  price  it  very  com¬ 
petitively,”  stated  Selwyn,  who  said 
“syndicates  will  not  be  charged  for  pro¬ 
viding  us  with  scanned  comics.  The 
only  charge  will  be  to  newspapers  for 
paginated  comics  pages.” 

She  added  that  AP  has  been  testing 
ComicSEND  for  several  months,  and 
will  continue  to  test  it. 

Selwyn  denied  that  AP  put  electron¬ 
ic  delivery  of  comics  on  the  backburn- 
er  between  1993  and  this  year. 

“In  1993,  the  technology  to  do  it 
cost-efficiently  wasn’t  there,”  she  said. 
“It  is  now.  Also,  it  took  time  to  study. 
The  service  had  to  he  fast  and  very 
convenient,  and  it  couldn’t  be  very  ex¬ 
pensive.” 

As  for  the  issue  of  distribution  con¬ 
trol,  Selwyn  said,  “I  don’t  think  syndi¬ 
cates  will  lose  control.  We  will  not  be 
getting  in  the  way.  And  we  are  already 
delivering  material  for  syndicates.” 

Whatever  problems  AP  DataFeature 
may  or  may  not  have,  she  continued, 
AP  ComicSEND  is  a  separate  service. 

When  asked  about  the  King-Reed 
Brennan  agreement,  Selwyn  said,  “I 
think  it’s  another  indication  that  syn¬ 
dicates  and  newspapers  are  ready  to 
move  to  digital  delivery  of  comics.” 

Clinton  column  now 
has  over  100  clients 

HILLARY  RODHAM  CLINTON’S 
column  now  appears  in  more  than  100 
newspapers  worldwide. 

The  weekly  feature  runs  in  U.S. 
dailies  such  as  the  Austin  American' 
Statesman,  Boston  Globe,  Buffalo 
News,  Chicago  Sun-Times,  Denver 
Post,  Indianapolis  Star,  Miami  Herald, 
Minneapolis  Star  Tribune,  New  York 
Daily  News,  Portland  Oregonian,  San 
Francisco  Examiner  and  Seattle  Times. 


It  also  appears  in  publications  in 
Denmark,  England,  Germany,  India, 
Italy,  Japan,  Saudi  Arabia,  Spain  and 
other  countries. 

In  the  column,  Clinton  discusses 
topics  such  as  working  mothers,  adop¬ 
tion,  public  television,  what  it’s  like  to 
live  in  the  White  House,  and  her  trav¬ 
els. 

The  first  lady’s  three-month-old  fea¬ 
ture  (E&P,  July  1,  p.  65)  is  distributed 
by  Creators  Syndicate. 

A  feature  focusing 
on  women’s  sports 

A  WOMEN’S  SPORTS  column  is  be¬ 
ing  offered  by  the  Knight-Ridder/Tri- 
bune  News  Service. 

Mariah  Burton  Nelson’s  monthly 
feature  discusses  “discrimination,  op¬ 
portunity  and  empowerment.”  Specific 
topics  include  women  wrestlers,  the 
Olympics,  wife/husband  competitions, 
media  images  of  female  athletes,  “mus¬ 
cles  as  a  new  beauty  trap,”  and  more. 

“This  past  year,  CBS’  Ben  Wright 
allegedly  said  that  female  golfers’ 
‘boobs’  get  in  their  way,  and  Dennis 
Conner  called  the  Mighty  Mary  a  ‘les- 
bo  boat,”’  commented  Nelson.  “Few 
women  spoke  out  against  these  re¬ 
marks.  Now,  with  this  column.  I’ll  be 
able  to  respond.” 

The  award-winning  Nelson,  a  star 
basketball  player  at  Stanford  Universi¬ 
ty  before  turning  pro,  is  the  author  of 
two  best-selling  books  —  The  Stronger 
Women  Get,  the  More  Men  Love  Foot- 
ball:  Sexism  and  the  American  Culture 
of  Sports  and  Are  We  Winning  Yet? 
How  Women  are  Changing  Sports  and 
Sports  are  Changing  Women. 

A  former  weekly  columnist  for  the 
Washington  Post  and  editor  of 
Women’s  Sports  and  Fitness  magazines. 
Nelson  has  written  for  the  New  York 
Times,  USA  Today,  Ms.,  Glamour, 
Cosmopolitan,  New  Woman  and  other 
periodicals.  She  has  also  appeared  on 
various  national  TV  programs. 

Nelson,  who  lectures  frequently  on 
college  campuses,  continues  to  com¬ 
pete  in  swimming  events. 

‘Farmer’s  Almanac’ 
column  from  United 

“ASK  THE  OLD  Farmer’s  Almanac” 
has  been  introduced  by  United  Feature 
Syndicate. 


The  column  joins  the  “Old  Farmer’s 
Almanac”  camera-ready  graphic, 
which  United  has  distributed  since 
1970. 

“Ask”  includes  a  calendar  of  the 
coming  week  and  answers  to  reader 
questions  about  the  historical  signifi¬ 
cance  of  holiday  traditions,  the  origins 
of  old  wives’  tales,  the  latest  break¬ 
throughs  in  health  and  science,  and 
more. 

The  column,  available  electronically 
through  the  United  Media  Bulletin 
Board  System  or  by  wire  and  hard 
copy,  is  written  by  Maine-based  free¬ 
lancer  Martha  White. 

She  has  been  a  contributing  editor 
to  the  Old  Farmer’s  Almanac  since 
1987,  and  has  written  for  publications 
such  as  the  New  York  Times,  Christian 
Science  Monitor,  Yankee  Magazine, 
Early  American  Life,  Country  Journal, 
Family  Circle,  New  Woman  and  Gar¬ 
den  Design. 

White  also  appears  on  National 
Public  Radio. 

The  Old  Farmer’s  Almanac  was  first 
published  in  the  fall  of  1792  by  Robert 
Thomas,  a  Massachusetts  school¬ 
teacher  and  amateur  astronomer. 


HONG  KONG 

1997  approaches 

To  talk  about  the  transfer  of  this 
dynamic  capitalist  economy  from 
British  to  Chinese  sovereignty, 
talk  to  people  in 
New  York,  San  Francisco  or 
Washington,  D.C. 


Hong  Kong  Economic 
&  Trade  Offices 


Melinda  Parsons 
Tom  Rosenthal 
680  Rfth  Avenue 
NewYoric,  NY  10019 
(212)  265-8888 

Eva  Tsang 

222  Kearny  Street,  Suite  402 
San  Francisco,  California  94108 
(415)  397-2215 

Kathy  Dempsey 
1150  18th  Street,  NW  #475 
Washington,  E>C  2(X)36 
(202)  331-8947 
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Columnist  provides 
advice  on  parenting 

A  WEEKLY  PARENT  advice  column 
based  on  questions  from  readers  is  be¬ 
ing  self-syndicated  by  Dr.  Cathleen 
Brown. 

“Today’s  family  may  look  different 
than  those  of  earlier  generations,  but 
most  parents  are  committed  to  doing 
the  best  job  they  know  how,”  said  the 
writer.  “1  find  them  eager  to  read  ad¬ 
vice  which  makes  sense  to  them.” 

Brown  is  a  clinical  psychologist  who 
has  worked  with  adults  and  children  in 
private  practice  for  more  than  20  years. 
She  also  serves  as  a  court-appointed 
mediator  and  evaluator  of  parents  in 
divorce  cases  where  custody  of  chil¬ 
dren  is  in  dispute. 

Prior  to  becoming  a  psychologist. 
Brown  taught  and  counseled  in  public 
schools. 

Her  column  started  in  the  San  Jose 
Mercury  News,  and  now  also  appears 
in  such  other  papers  as  the  Denver 
Post,  Colorado  Springs  Gazette  Tele¬ 
graph,  Long  Beach,  Calif.,  Press- 
Telegram  and  San  Bernardino,  Calif., 
Sun. 

The  Los  Osos,  Calif.-based  Brown, 
who  visits  parent  organizations  in  the 
communities  where  her  column  ap¬ 
pears,  can  be  reached  at  805-528-0154 
or  via  her  e-mail  address  of 
CAbrown500@aoLcom. 

Halloween  offerings 

FIVE  ARTICLES  ABOUT  Halloween 
are  being  offered  by  the  New  York 
Times  Syndicate. 

The  pieces  discuss  great  horror-film 
actors,  movies  that  “spook  the  stars,” 
superstitions  from  around  the  world, 
witches,  and  people  who  were  almost 
buried  alive. 

Comic  stamp  event 

ABOUT  250  PEOPLE  came  to  the 
downtown  Charlotte,  N.C.,  post  office 
in  torrential  rain  Oct.  4  for  a  stamp 
signing  by  “Gasoline  Alley”  cartoonist 
Jim  Scancarelli. 

The  Frank  King-created  “Gasoline 
Alley,”  syndicated  by  Tribune  Media 
Services,  is  one  of  20  comics  honored 
on  new  postage  stamps. 
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Scancarelli  signed  stamp  sheets  and 
hand-canceled  envelopes  at  the  post 
office,  which  was  renamed  “Gasoline 
Alley  Station”  for  the  day.  In  turn,  the 
Charlotte-based  cartoonist  was  pre¬ 
sented  with  a  blowup  of  the  stamp  by 
the  local  postmaster. 

Ad  support  offered 

TVDATA  HAS  JOINED  forces  with 
TV  Publication  Services,  an  advertis¬ 
ing  consulting  company,  to  provide 
newspapers  with  ad  support  for  TV 
books. 

Arthur  Bassin,  president  and  chief 
executive  officer  of  the  Queensbury, 
N.Y.-based  TVData,  said  this  support 


will  range  from  sales  seminars  to  full 
on-site  sales  help. 

TV  Publication  Services’  staff  has 
more  than  13  years  of  ad  sales  experi¬ 
ence  at  newspapers,  including  seven 
years  of  selling  ads  for  TV  magazines 
in  more  than  60  markets. 

An  Emmy  nominee 

COLUMNIST  RICK  HOROWITZ 
has  received  an  Emmy  nomination 
from  the  Chicago-Midwest  Chapter  of 
the  National  Academy  of  Television 
Arts  and  Sciences. 

The  nomination  was  for  his  com¬ 
mentaries  on  Milwaukee  Tonight, 
which  appeared  last  season  on  the  PBS 
affiliate  of  WMVS-TV.  This  season, 
Horowitz  will  be  a  weekly  contributor 
to  the  station’s  new  public  affairs  pro¬ 
gram,  Interchange. 

In  other  news,  Horowitz  was  elected 
to  the  executive  board  of  the  National 
Conference  of  Editorial  Writers. 

The  self-syndicated  writer  —  whose 
clients  include  the  Chicago  Tribune, 
Dallas  Morning  News,  Milwaukee 
Journal  Sentinel,  Palm  Beach  Post  and 
Salt  Lake  Tribune  —  is  based  at  4014 
N.  Morris  Blvd.,  Shorewood,  Wise. 
53211. 

A  new  ‘Toon’  issue 

THE  SECOND  ISSUE  of  In  Toon!! 
Magazine  includes  interviews  with 
“Barney  Google  &  Snuffy  Smith”  car¬ 
toonist  Fred  Lasswell  and  “Ernie”  cre¬ 
ator  Bud  Grace  of  King  Features  Syn¬ 
dicate. 

The  publication  is  based  at  P.O.  Box 
1215,  Bucyrus,  Ohio  44820. 
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A  Jim  Scancarelli’signed  envelope  from  “Qasoline  Alley  Station.” 
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and  engravers. 

Dave  Krieger,  a  News  sportswriter 
and  president  of  the  Newspaper  Guild 
Local  74,  said  he  doesn’t  think  the 
Post’s  hard  line  with  its  employees  will 
bode  well  with  the  public. 

“If  it’s  sort  of  going  to  go  after  its 
own  people,  it’s  going  to  be  hard  to 
paint  itself  as  the  paper  of  the  working 
class,”  he  explained. 

“We  don’t  look  at  it  as  taking  a  hard 
line  with  the  union,”  McKibben  said. 
“We’re  negotiating  the  contracts  that 
we  need  to  operate  a  newspaper  in  this 
decade.  It  has  very  little  to  do  with  the 
unions.  This  is  how  we  need  to  operate 
our  newspaper,  and  that’s  the  position 
we’re  taking  in  the  negotiations.” 

It  used  to  be  that  the  News  was  the 
paper  that  was  hard  on  unions.  But, 
Krieger  said,  the  union  and  paper  now 
have  a  good  relationship. 

A  year  ago,  employees  struck  a 
three-year  deal  with  the  News.  While 
it  wasn’t  overly  generous  —  no  raise 
for  1994  and  slight  raises  in  1995  and 
1996,  plus  a  $750  signing  bonus  —  no 
staff  cuts  were  made. 

Newsroom  staffing  levels  over  at  the 
News  remain  “stable,”  according  to 
Burdick,  who  took  over  as  editor  last 
summer. 

“1  think  I’m  like  every  other  editor 
in  America  in  that  I’d  like  to  have 
more  staff,  but  1  think  we  have  enough 
to  get  the  job  done,”  he  said. 

The  Ambrose  factor 

It’s  been  suggested  that  at  least  part 
of  the  reason  for  the  News’  circulation 
loss  was  that  it  metamorphosed  into  a 
softer,  features-driven  newspaper  under 
the  six-year  tutelage  of  the  previous  ed¬ 
itor,  Jay  Ambrose,  who  left  last  July  to 
become  chief  editorial  writer  and 
columnist  at  the  Scripps  Howard  News 
Service  in  Washington,  D.C. 

At  the  same  time,  Gil  Spencer,  the 
popular,  Pulitzer  Prize-winning  former 
New  York  Daily  News  editor,  was  run¬ 
ning  the  news  operation  at  the  Post. 
Many  have  credited  Spencer,  who  put 
the  focus  back  on  local  news,  with  sav¬ 
ing  the  broadsheet. 

Steers  said  that  the  News,  under 
Ambrose,  began  running  more  features 
and  de-emphasizing  hard  news.  The 
perception.  Steers  added,  was  that  the 
staff  became  “demoralized”  under  the 
former  editor. 

The  News’  Krieger  said,  “Ambrose 


had  this  sort  of  grand  idea  of  redefining 
journalism,  but  he  was  guiding  a  ship 
nobody  else  was  on.”  He  accused  Am¬ 
brose  of  giving  the  paper  an  “elitist”  fla¬ 
vor. 

The  sportswriter  recalled  that  when 
he  arrived  in  the  early  1980s,  the  News 
was  the  scrappy  tabloid  of  the  working 
people  —  attacking  City  Hall,  running 
copyrighted  breaking  stories  —  and  the 
Post  was  the  more  staid  and  highbrow 
newspaper. 

But  over  time,  he  observed,  these 
roles  reversed.  The  Post  took  over  as 
tough  advocate  of  the  little  guy  and  the 
News  became  more  journalistically  con¬ 
servative  —  and  more  overtly  capitalist, 
actually  buying  a  5%  stake  in  the  Col¬ 
orado  Rockies  and  paying  millions  to 
call  itself  the  “official  newspaper”  of  the 
expansion  baseball  team. 

“People,  since  the  days  of  H.L. 
Mencken,  have  identified  the  role  of 
the  newspaper  as  comforting  the  afflict¬ 
ed  and  afflicting  the  comfortable,” 
Krieger  said.  “When  a  newspaper  be¬ 
gins  to  be  part  of  the  establishment,  it 
loses  its  independence.” 

When  contacted,  Ambrose  argued 
that  setting  up  the  new  printing  plant 
and  distribution  system  —  not  reader 
opinions  about  the  editorial  or  business 
direction  —  caused  the  News  to  “lose 
some  momentum.” 

The  editor  defended  his  experimen¬ 
tation  with  shorter  stories  and  the  use 
of  graphics. 

“The  staff  didn’t  like  the  short  sto¬ 
ries,  or  the  idea  we  should  be  running 
more  briefs,  or  that  we  should  try  to 
have  fewer  and  fewer  jumps,”  Ambrose 
said.  “But  these  ideas  were  reader-dri¬ 
ven,  and  they  allowed  us  to  get  a  wider 
range  of  news  in  the  newspaper.” 

He  maintained  it  is  “absolutely  not 
true”  that  he  promoted  running  more 
feature  stories.  “I’m  a  hard  news  guy,”  he 
said. 

“1  did  have  a  sense  that  our  coverage 
tended  to  be  too  bureaucratic,  too 
much  of  government  and  other  things,” 
he  added.  “Newspapers  generally  are 
too  limited  in  what  they  think  is  inter¬ 
esting  and  worthy  of  reporting.” 

To  combat  this,  Ambrose  started  a 
daily  science  page,  something  few,  if 
any,  other  newspapers  had  done  before. 
The  move  was  unpopular  with  some  on 
staff —  “Why  don’t  we  do  a  page  on  ed¬ 
ucation?”  the  editor  said  some  com¬ 
plained  —  but  he  thinks  he  made  the 
right  decision. 

“Science  legislates  our  future  to  a  de¬ 
gree  that  legislators  do  not,”  he  said. 


“Traditionally,  though,  newspapers  pay 
very  little  attention  to  it.” 

As  for  newsroom  attitudes  during  his 
editorship,  Ambrose  said,  “Morale  in 
newsrooms  is  not  an  easy  thing  to 
achieve.  If  people  want  to  say  things 
about  that,  there’s  not  a  lot  1  can  say  in 
response.” 

He  added,  “I’m  not  a  believer  that 
you  turn  the  newspaper  over  to  the 
staff;  there  has  to  be  leadership.” 

Unfriendly  competition 

It’s  clear  talking  to  both  sides  that  the 
Denver  newspapers  are  not  involved  in 
what  one  would  characterize  as  a 
“friendly  competition.”  Just  as  execu¬ 
tives  at  both  newspapers  are,  pre¬ 
dictably,  unabashed  in  promoting  them¬ 
selves,  each  offering  up  their  own  spin 
about  what  moves  this  market,  they  also 
don’t  hesitate  to  point  out  the  foibles, 
and  speculate  about  the  motives,  of  the 
guys  across  the  street. 

The  Post  had  quite  a  good  time  skew¬ 
ering  the  News  after  it  became  “The 
Official  Newspaper  of  the  Colorado 
Rockies,”  a  distinction  which  carried  a 
hefty  price  tag  and  which  was  heavily 
promoted  in  the  market.  The  Post 
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WANTED:  Creative  people  want¬ 
ing  to  prepare  themselves  for 
communications  work  and  teach¬ 
ing  in  the  next  century. 

In  fall,  19%,  Indiana  University's  School 
of  Journalism  will  inaugurate  the  Knight  Fel¬ 
lows  program  for  doctoral  and  master's  stu¬ 
dents,  supported  by  the  Knight  Foundation. 
Doctoral  students  will  receive  tuition  support 
and  a  four-year  stipend.  Master's  students 
will  receive  two  years  of  support,  including  a 
stipend,  tuition  and  paid  summer  internship 
in  a  media  organization. 

Knight  Fellows  in  the  doctoral  program 
will  join  faculty  in  research  to  test  new  ways 
to  prepare  students  to  communicate  on 
paper,  on  line  and  on  air  for  multimedia 
enterprises.  The  goal  of  the  program  is  to 
help  shape  the  future  of  journalism  educa¬ 
tion,  refining  professional  practices,  values, 
and  ethics  for  an  instantaneous  digital  world. 

Deadline  for  applications  for  both  degrees 
is  Jan.  IS,  19%.  Application  materials  can 
be  obtained  by  writing  the  Director  of  Grad¬ 
uate  Studies,  School  of  Journalism,  Indiana 
University,  Bloomington,  IN,  47405.  Elec¬ 
tronic  mail  can  be  sent  to  ogan@indiana.edu. 

More  information  about  the  programs  can 
be  obtained  on  the  Internet  at 
http7/www/joumalism.indiana.edu. 
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countered  with  its  own  slogan:  “The 
Denver  Post:  The  Official  Newspaper  of 
the  Fan.” 

Neu/s  publisher  Strutton  shrugs  off 
such  good-natured  jabbing  but  is  per¬ 
turbed  by  some  of  the  Post’s  more  nefar¬ 
ious  tactics. 

“You  always  want  to  be  careful  how 
you  talk  about  your  competition,”  said 
the  former  production  executive  who 
worked  at  the  Los  Angeles  Times  and 
Baltimore  Sun  before  returning  to  Col¬ 
orado,  where  he  was  born  and  raised. 
“But  part  of  their  strategy  seems  to  be 
always  wanting  to  keep  the  community 
in  a  turmoil  about  what’s  happening  at 
the  Rocky  Mountain  News  rather  than 
what’s  happening  at  the  Denver  Post. 

“I  get  rumors  on  a  regular  basis  that 
we’re  for  sale,  that  we’ve  been  sold,  that 
Hearst  is  buying  us,  that  the  people 
who  own  the  Chicago  Sun-Times  are 
buying  us  —  all  those  kinds  of  things. 
It’s  amazing  to  me  that  every  two  or 
three  months  I  find  out  I’ve  accepted 
another  job  someplace. 

“I’m  plugged  into  the  Denver  com¬ 
munity,  so  it’s  easy  to  find  out  where 
these  rumors  come  from,”  he  went  on. 
“I’m  not  sure  why  they  feel  that’s  a  good 
strategy  and  why  they’re  so  persistent 
with  it,  because  as  time  goes  on  you’d 
think  they’d  realize  what  they  really  do 
is  lose  credibility.” 

Brenner  said  she  and  her  colleagues 
“don’t  spend  a  lot  of  our  time  reacting 
to  the  Denver  Post.  We  talk  to  our  cus¬ 
tomers,  readers  and  advertisers  and  de¬ 
cide  what’s  good  for  them  and  try  to  do 
it  —  and  if  that  gets  in  the  face  of  the 
other  guy,  then  so  be  it.” 

The  Post  and  News  both  maintain 
they’re  committed  to  fighting  each  oth¬ 
er  to  the  bitter  end  —  if  there  is  an 
end,  that  is. 

Strutton  said  Scripps  Howard  is  “to¬ 
tally  committed  to  Denver  and  the 
Rocky  Mountain  News.”  McKibben  in¬ 
sists  the  Post  “is  committed  to  be  a 
growth  company  and  win  this  newspa¬ 
per  war.” 

Westiuord’s  Steers  said,  “There’s  no 
doubt  that  the  Post  has  made  a  remark¬ 
able  comeback.  There  was  a  time  in  the 
1980s  when  a  lot  of  people  thought  it 
would  probably  go  under,  and  the  as¬ 
sumption  in  Denver  was  that  the  Rocky 
Mountain  News  had  all  but  won  the 
newspaper  war.” 

Noting  that  much  bigger  cities  such 
as  Dallas  and  Houston  have  but  one 
daily  left,  the  writer  added,  “I  don’t 
think  Denver  can  support  two  daily 
newspapers  indefinitely,  but  I  think  it 


can  support  two  dailies  for  a  couple 
more  years.” 

Post  editor  Westergaard  said  one  of 
the  biggest  mistakes  the  News  made 
was  trying  to  answer  the  question: 
Who’s  going  to  win  the  war? 

“They  answered  it,  and  they  were 
wrong,”  he  said.  “The  minute  you  an¬ 
swer  it,  you  start  making  decisions 
based  on  your  prediction  that  it’s  only 
going  to  last  a  certain  amount  of  time.” 

The  Post’s  Mallinen  says  the  struggle 
between  his  paper  and  the  News  stands 
apart  from  other  newspaper  battles  in 
that  it’s  impossible  to  predict  who  will 
win. 

“Unlike  other  newspaper  wars,  this 
one  is  back  and  forth,”  he  said.  “In 
these  other  towns,  when  the  second  pa¬ 
per  got  down,  it  stayed  down.  And  I 
think  this  war  is  still  being  fought.” 

News  editor  Burdick  thinks  people  in 
Denver  like  having  two  dailies,  and 
even  enjoy  seeing  them  slug  it  out. 

“This  is  a  community  that  likes  to 
read.  Both  the  city  and  the  metro  area 
are  growing,”  he  said,  “and  I  think 
there’s  something  about  the  spirit  of 
this  city  that  causes  people  to  want 
both  papers  here.” 

Post  general  manager  MacDonald  is 
optimistic  about  his  paper’s  future,  but 
he’s  also  realistic. 

When  asked  which  daily  is  likely  to 
survive,  he  responded,  “That’s  the  great 
unknown  in  the  last  great  newspaper 
war.  That  type  of  question  is  pure  con¬ 
jecture.  We  only  know  that  we  have  a 
very  specific  strategic  plan,  we’re  very 
committed  to  it  and  we  can  control  our 
destiny  in  that  regard.  How  long  will  it 
go  on?  Who  knows? 

“We’re  having  a  really  good  run  in 
the  ’90s,  but  for  us  to  sit  here  and  say, 
we’ve  won,  we’ve  arrived,  we  can  sit 
back  and  relax?  I  think  it  should  be  said 
that  [the  News]  is  a  very  formidable 
competitor,  both  on  the  business  and 
the  news  side.  That’s  a  fact.  The  news¬ 
paper  war  has  gotten  closer,  the  resis¬ 
tance  has  gotten  greater,  and  I  think 
that’s  a  component  of  the  flip-flops  that 
have  gone  on  historically  in  this  news¬ 
paper  war. 

“Our  growth  is  certainly  not  guaran¬ 
teed;  it  has  been  a  very  tough  six,  seven 
years  for  our  newspaper,”  he  continued. 
“Every  division  has  worked  like  crazy  to 
make  their  contribution  to  the  end 
game  that  we’re  playing  because,  obvi¬ 
ously,  if  the  trend  is  that  the  two-news- 
paper  market  will  become  a  one-news¬ 
paper  market,  we  would  prefer  to  con¬ 
trol  our  destiny  in  that  case.” 


mentum  it  had  through  a  variety  of,  I 
would  say,  boneheaded  moves,”  she 
said.  “Now  they  really  are  neck  and 
neck,  and  the  Post  does  have  some  mo¬ 
mentum.” 

But  Calhoun  believes  the  city’s 
famed  newspaper  competition  is  far 
from  over. 

The  News,  while  it  has  suffered 
some  setbacks,  could  pull  back,  she 
predicted  —  and  a  few  more  dramatic 
newsprint  price  increases,  or  some  un¬ 
foreseen  calamity,  could  easily  damage 
the  financial  standing  of  one  or  both  of 
the  dailies. 

“Whoever  really  wants  to  win  this 
war  can,  but  it’s  going  to  take  time,  ef¬ 
fort  and  commitment,”  she  said.  “I 
don’t  know  if  Scripps  Howard  is  willing 
to  do  that,  and  I  don’t  know  if  Single- 
ton  will.” 

Regardless  of  what’s  happening  at 
the  Post  and  News,  Calhoun  says 
Westword  will  stay  the  course  —  mak¬ 
ing  profits,  beefing  up  the  news  staff, 
cranking  out  more  in-depth  stories 
and,  yes,  trouncing  the  big  boys  when¬ 
ever  possible. 

“They’re  focusing  the  major  artillery 
on  each  other,”  she  said  of  the  dailies. 
“But  there’s  nothing  that  says  we  can’t, 
from  the  sidelines,  take  some  major 
potshots.” 


A  UNIVERSITY  OF  Michigan  com¬ 
mittee,  charged  with  evaluating  the  fu¬ 
ture  of  the  university’s  graduate-level 
journalism  degree  programs,  has  recom¬ 
mended  that  a  new  program  —  a  Cer¬ 
tificate  in  Journalism  —  be  explored. 

A  Certificate  in  Journalism  program 
would  allow  students  earning  an  M.A. 
or  Ph.D.  in  another  academic  discipline 
to  receive  a  certificate  by  taking  a  small 
number  of  courses  and  completing  an 
internship,  according  to  an  announce¬ 
ment  from  the  university. 

The  committee  also  recommended 
that  the  Masters  in  Journalism  degree 
program,  currently  housed  in  the  Col¬ 
lege  of  Literature,  Science  and  the  Arts, 
not  be  relocated  elsewhere  in  the  uni¬ 
versity,  and  that  a  moratorium  be 
placed  on  admissions  to  the  program  ef¬ 
fective  in  the  fall  term  of  1996. 


New  journalism 
degree  program 
is  recommended 
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Shop  Talk 

Continued  from  page  56 

nalism  graduate  a  leg  up  as  he  or  she 
starts  a  career. 

First,  I  believe  the  very  act  of  enroll¬ 
ment  in  a  journalism  school  says  some¬ 
thing  important.  It  reflects  an  interest 
and  represents  a  deliberate  choice.  1 
prefer  the  young  person  who  is  thus 
motivated  to  the  one  who,  upon  grad¬ 
uation  from  a  liberal  arts  school,  sud¬ 
denly  discovers  the  need  to  earn  a  liv¬ 
ing  and  figures  that  the  newspaper 
game  looks  like  more  fun  than,  say, 
selling  insurance. 

Second,  1  believe  that  spending  four 
or  five  years  or  even  one  year  of  gradu¬ 
ate  work  in  the  atmosphere  of  a  good 
journalism  school  is  beneficial.  By  os¬ 
mosis  if  nothing  else,  the  students  get 
some  printer’s  ink  in  their  blood. 
They’re  among  kindred  souls;  they  hear 
lots  of  newspaper  talk;  they  have  ac¬ 
cess  to  newspapers  from  around  the 
country;  and  they  are  —  or  ought  to  be 

—  exposed  to  campus  visitors  from  the 
real  newspaper  world. 

Third,  the  basics  of  our  profession 

—  writing  and  editing,  lend  them¬ 
selves  to  classroom  instruction.  I 

Let  me  emphasize  that  1  don’t  mean 
that  journalism  schools  should  be 
trade  schools.  Even  in  my  day,  the 
hours  a  student  in  an  accredited  jour¬ 
nalism  school  could  spend  in  journal¬ 
ism  school  courses  were  strictly  limit¬ 
ed.  In  fact,  1  wound  up  with  more 
hours  in  my  liberal  arts  major  —  polit¬ 
ical  science  —  than  in  all  my  journal¬ 
ism  courses  combined. 

Conscientious  training  by  compe¬ 
tent  instructors,  however,  can  give  stu¬ 
dents  some  basic  tools  that  will  serve 
them  well  throughout  their  careers.  To 
say  that  they  can  get  the  same  thing  in 
a  newsroom  is  to  ignore  the  reality  that 
editors  on  even  the  largest  papers  are 
usually  too  busy  with  the  next  edition 
to  give  young  reporters  the  kind  of  per¬ 
sonal  attention  and  critiques  that  they 
get  —  or  should  be  getting  in  journal¬ 
ism  school. 

Fourth,  journalism  schools  can  and 
should  introduce  students  to  the  histo¬ 
ry,  the  ethics  and  the  law  of  news¬ 
papers.  Here  again,  there  is  too  little 
opportunity  for  that  in  the  newsroom. 
The  young  people  who  start  their  ca¬ 
reers  with  an  understanding  of  and  ap¬ 
preciation  for  these  broader  aspects  of 
our  profession  are  better  equipped  to 
assume  broader  responsibilities  over 
the  long  haul. 


Finally,  a  good  journalism  school 
can  help  students  pull  together  the 
knowledge  and  information  they  ac¬ 
quire  in  other  courses  and  give  it 
meaning  in  the  context  of  the  world  of 
the  late  20th  century,  the  world  in 
which  they  and  their  audience  will  be 
living. 

1  still  look  back  on  Curtis  Mac- 
Dougall’s  course  in  Editorial  Interpre¬ 
tation  of  Contemporary  Affairs  as  the 
most  stimulating  instruction  I  had  in 
my  undergraduate  studies. 

Times 

Continued  from  page  2 1 

the  Times’  correspondent  in  South 
Africa. 

His  book  on  South  Africa,  Move 
Your  Shadoiv,  won  a  Pulitzer  Prize  in 
1986.  He  also  won  awards  from  the 
Overseas  Press  Club  and  the  Sidney 
Hillman  Foundation.  Other  honors 
were  two  George  Polk  Memorial 
Awards  and  a  Guggenheim  Fellowship. 

Lelyveld  is  married  and  has  two 
daughters.  He  is  mostly  a  soft-spoken 
man  of  slight  build  who  has  been  an 
eyewitness  and  reporter  at  many  his¬ 
toric  and  sweeping  events  of  the  20th 
century. 

His  eyes,  serious  and  penetrating, 
show  it. 

“Your  real  struggle  here  is  to  try  to 
I  stay  on  top  of  stories.  My  job  is  to 


stoke  the  engine  and  keep  the  thing 
charging  forward,”  he  said,  and  dashed 
off  to  a  meeting. 

Newspaper,  TV 
station  share  stories 

OMAHA  WORLD-HERALD  news 
stories  will  play  a  prominent  part  in  the 
evening  newscast  of  the  local  Fox  tele¬ 
vision  outlet  under  a  business  alliance 
announced  by  the  two  media  compa¬ 
nies. 

Under  the  agreement,  KPTM’s  Fox 
42  News  will  use  stories  from  the 
World'Herald  and  promote  the  paper 
on  its  9  p.m.  newscast.  The  station  ex¬ 
panded  its  nightly  newscast,  Omaha’s 
only  primetime  news  report,  from  a 
half-hour  to  a  full  hour,  seven  nights  a 
week  on  Oct.  16. 

In  addition,  the  alliance  anticipates 
cross  promotion  of  the  two  companies, 
joint  selling  and  joint  public  affairs  pro¬ 
jects. 

“The  formation  of  a  business  alliance 
with  the  Pappas  Telecasting  Companies 
is  another  step  in  broadening  the  pres¬ 
ence  and  influence  of  the  World'Herald 
in  the  Midlands,”  said  John  Gottschalk, 
president  and  chief  executive  officer  of 
the  Omaha  World-Herald  Co. 

KPTM  Fox  42  is  an  independent  sta¬ 
tion  owned  by  Pappas  Telecasting  of 
the  Midlands  and  affiliated  with  the 
Fox  Television  Network. 


STOP  THE  PRESSES!  by  Steve 
Outing  is  a  new  column  every  day 
with  news  about  and  thoughts  on 
newspaper  online  services.  It’s  just 
one  of  the  many  reasons  the  news¬ 
paper  industry  is  congregating  in 
greater  numbers  on  the  E&P  Web 
Site.  Stop  by  and  browse  a  while! 
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ANNOUNCEMENTS 


NEWSPAPERS  BROKERS 

SOUTHERN  NEWSPAPERS,  INC. 
Dick  Smith,  President 
108  Jane  Cove-Clarkstiale,  MS  3861 4 
(601 )  627-7906  Fax  601  -627-79063* 
W.C.  Shoemaker- Jerry  Mooney 
P.O.  Box  457,  Kosciusko,  MS  39090 
(601 )  289-2004  or  (800)  890-4706 

_ Fox  (601)  289-3254 _ 

Whitesmith  Publication  Services 
Rod  Whitesmith,  (360)  892-7196 
Box  4487,  Vancouver,  WA  98662 

NEWSPAPERS  FOR  SALE 


BE  YOUR  OWN  BOSS:  Newspapers 
for  sale,  weeklies  large  and  small.  Bill 
Berger,  Associated  Texas  Newspapers, 
Inc.,  1801  Exposition,  Austin,  TX 
78703.  (512)  476-3950. 

EASTERN  IOWA  SUBURBAN  WEEKLY- 
Will  sacrifice  to  sell  quickly.  John  van 
der  Linden,  broker,  (71 2)  336-2805. 


NEWSPAPERS  FOR  SALE 


FAMILY  OWNED  FLORIDA  WEEKLY: 
30  miles  northwest  of  Orlando  in  grow¬ 
ing  Lake  County.  Write  P.O.  Box  1099, 
Umatilla,  FL  32784. 

IDAHO  NEWSPAPER,  Gross  $1.27M. 
Reduced  price  of  $1.25M  includes  real 
estate,  or  $900K  for  business  only.  Call 
Arthur  Berry  &  Co.  (208)  336-8000. 

TWO  FAMILY-OWNED  Weekly  news¬ 
papers  and  one  area  shopper.  All 
located  in  metropolitan  county  in 
southwest  Missouri.  Grossing  about 
200K.  Owners  retiring.  Great 
opportunity  for  energetic  couple.  Call 
(4 1 7)  75 1  -2322  or  (4 1 7)  742-3900. 

UPSTATE  New  York  weekly  in  fast  grow¬ 
ing  capital  district  with  great  potential. 
Reply  to  Box  07399,  Editor  &  Publisher. 


EDITOR  &  PUBLISHER'S  1996  MARKET  GUIDE  is  soon  to 
be  published.  Call  our  Circulation  Department  at  (212)  675-4380. 


NEWSPAPERS  FOR  SALE 


WESTERN  OREGON  WEEKLY.  Owner 
retiring.  Priced  at  annual  gross  of 
$1 30K  with  $40K  down. 

UNIQUE  MONTANA  Bi-weekly,  190K 
gross,  very  profitable,  building,  nice 
town,  $1 75K  with  $50K  down. 

Whitesmith  Publication  Services 
Rod  Whitesmith,  (360)  892-7196 
Box  4487,  Vancouver,  WA  98662 
WEEKLY  SHOPPER  in  a  Sierra  Nevada 
resort  area.  25,000  population;  9,000 
circulation.  Profitable.  $95,000;  terms 
OAC.  (619)  446-6794. 


NEWSPAPERS  WANTED 


AMERICAN  PUBLISHING  COMPANY  is 
aggressively  seeking  newspaper  acquisi¬ 
tions  with  circulations  of  5,000  or 
greater.  APC  is  owner/operator  of  420 
publications,  including  1 1 2  daily  news¬ 
papers.  All  correspondence  and  dis¬ 
cussions  are  confidential.  Contact: 

KENNETH  W.  COPE,  Exec.  V.P. 

1 006  West  Harmony 
Neosho,  MO  64850 
Phone  (417)  451-1520 


NEWSPAPERS  WANTED 


AWARD-winning  Midwest  newspaper 
group  seeks  to  add  paid  newspapers  to 
its  group  of  fine  publications.  Large 
down  payments  or  all-cash  available. 
Seeking  medium-sized  and  large 
circulation  quality  papers  and  groups. 
Management  welcome  to  stay  in  place. 
All  replies  guaranteed  held  confiden¬ 
tial.  Reply  to  Box  07148,  Editor  &  Pub¬ 
lisher. 

FACKELMAN  NEWSPAPERS  GROUP 
seeks  to  acquire  weekly  and  small  daily 
newspapers  in  the  south,  midwest.  We 
can  offer  cash  or  terms.  We  also  offer 
experience,  commitment  to  excellent  com¬ 
munity  journalism.  If  you're  interested, 
please  give  us  a  call,  confidentiality 
guaranteed.  Marc  A.  Richard,  Opera¬ 
tions  V.P.,  Newspaper  Service  Co., 
Inc.,  P.O.  Box  910,  Jennings,  LA 
70546,  telephone  (318)  824-301 1 . 

NEWSPRINT  FOR  SALE 

ROLLS  ALL  SIZES  30#-28# 
BEHRENS  INTERNATIONAL,  CAUF. 

(71 4)  644-2661 ,  Fax  (71 4)  644-0283 


EQUIPMENT  &  SUPPLIES 


CAMERA  &  DARKROOM 

SQUeeze  Lens  mfg.  since  1968.  Fine 
tune  process  camera  lens  alignment, 
focus  &  calibration  H.  Carlbom 
CKOpticol  (310)  372-0372. 


MAILROOM 


•  24-P,  48-P,  and  72-P  HARRIS 
INSERTERS.  Reconditioned-Guaranteed 
Production-Training  Program  Provided. 
JIMMY  R.  FOX,  MAIL  ROOM 
CONSULTANT  (71 3)  468-5827. 


MAIL  ROOM 

104  count-o-veyors  rebuilt  with 
alternator.  $1 500  each. 

3  Quipp  Squeeze  Rollers  (New) 

We  have  Hall  and  Idab  stream  aligners 

Signode  MLN-2A 
Signode  MLEE 

Northeast  Industries 

_ (800)  821-6257 _ 


PRE-OWNED  MAILROOM  EQUIPMENT 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-5817  Fax  (770)  590-7267 


MAILRCMDM 


Refurbished  add  on  pockets 
MULLER  MARTINI  227 
KANSA  320  and  480  AVAILABLE 
Call  MidAmerica  Graphics  at 
(800)  356-4886. 


SIGNODE  M  L  2  STRAPPER 
CALL  JON  NOEL 
(412)  439-7572. 


USED  MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 
(407)273-5218  Fax  (407)  273-901 1 


PRESSES 


DON'T  SELL  YOUR  PRESS 
Until  You  Contact 

Newman  International  Web  Press  Sales 

"Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses" 

PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process 
Color  or  Daily;  GOSS  Community 
Urbanite  AAetro;  SOLNA  D30  C96 

FOR  SALE:  4/u  Harris  VI 5A;  2/u 
News  King;  7/u  Harris  V22. 

Tel(913)  362-8888  Fax(91 3)362-8901 


PRESSES 


PRESS  ROOM 

MAN-Roland  Folders 

160  page  double  out  22  3/4"  with  3 
high  formers  and  angle  bars 

2  Urbanite  Folders.  22  3/4" 

2  Urbanite  Upper  Formers 

1  Custom  built  quarter  folder 

GOSS  R.T.P's  42"  with  Y  columns  and 
wall  brackets  1 0  AVAILABLE 

Goss  3-2  folders 

21  and  1  /2  c.o.  and  22  3/ 4  c.a. 

Press  drives  for  24  units 
60  HP  G.E.  drives 

2  unit  goss  metro  22  3/4"  cutoff.  Avail¬ 
able  immediately. 

Northeast  Industries  (800)  821-6257 


METRO,  URBANITE,  COMMUNITY,  SC, 
SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552-1528  Fox  (770)  552-2669 


Wherever  melancholy  does  not  reign  in 
modern  literature,  the  only  reason  hr  that 
is  weakness. 

Giacomo  Leopardi 


PRESSES 


FOR  SALE 

Harris  N-845,  22  3/4",  7-units,  RBC-2 
Harris  N-845,  3  add-on,  22  3/4" 

Goss  Urbanite,  22  3/4",  2  units  1000, 
add-on 

Goss  Metro,  5  units,  22  3/4",  2:1  folder 
Goss  Metro,  2  units  add-on,  22  3/4" 
Goss  Suburban,  10  units,  2  folders,  22" 
BELL  CAMP,  INC. 

(201 )  492-8877  Fax  (201 )  492-9777 


Need  an  add-on  for  your  Community 
Press? 

See  VENTURA,  a  high-quality,  low 
price  solution.  We  provide  floor  and 
stacked  units,  3-high,  and  4-high 
arrangements. 

INTERCONTINENTAL  WEB,  INC. 
(913)438-5800 


WANTED  TO  BUY 


CALL  US  -  WE  BUY 
Used  press  and  mailroom  equipment 
Call:  Al  Taber  or  Bill  Kanipe 
ALTA  GRAPHICS,  INC. 

(770)  428-5817  Fax  (770)  590-7267 
I  WANT  TO  BUY  your  Deadliner  1 9 
inch  film.  Call  Jim  Smith, 

(207)  594-4401  ext.  248. 

IMMEDIATE  NEED  FOR  MULLER 
MARTINI  INSERTERS  227E  &  227S 
WILL  PAY  TOP  DOLLAR 
Call  Chris  George  (800)  356-4886  or 
Fax  (816)  887-2762. 


INDUSTRY  SERVICES 


CIRCULATION  CONSULTANTS 


KEVIN  BRIAN  KAMEN  &  CO. 

Our  firm  develops  solutions  worldwide 
(516)  379-2797/(813)  786-5930 


CIRCULATION  SERVICES 


ABOVE  THE  CROWD 
CIRCULATION  DEVELOPMENT  INC. 

Newspaper  Telemarketing  Specialists 

(800)  247-2338 


CIRCULATION  SERVICES 

CIRCULATION  DEVELOPMENT  SOUTH 
Complaint  free  telemarketing  w/qualily 
subscription  sales  and  guaranteed  col¬ 
lections.  Nationwide.  (800)  844-3581 


DONNELEY  ENTERPRISES  Presents  Risk 
Free  help  in  generating  new  starts. 
Beginning  with  an  on-site  analysis 
followed  by  a  proposed  Fix  with  guar¬ 
anteed  Results. 

Call  Jim  (800)  341-1323 


CIRCULATION  SERVICES 


VERIFICATION 

ALTERNATIVES 

•No  Extra  Phone  Charge 
•40  0  per  contact  Basic  Service 
•FREE  Weekly  Analysis 

CIRCULATION 
MARKETING  SERVICES 
(800)  569-4666 


CIRCULATION  SERVICES 


J.  BLENKARN  HOLDINGS 
Circulation  Telemarketing  Experts 
JeffBlenkarn(616)  458-6611 

LEVIS  NATIONAL,  INC. 

"We  Deliver  More  Homes  To  Your 
NEWSPAPER" 
TELEMARKETING 
(800)  929-1845 
Our  27th  Year 
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INDUSTRY  SERVICES 


CIRCULATION  SERVICES 


PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
(800)  776-6397 


SPEQRUM  MARKETING  SERVICES 
NIE  FUNDRAISING  AND 
TELEMARKETING  PROGRAMS 
CALL  DOUG  REESE  (800)  972-6778 


_ CONSULTANTS _ 

American  Newspaper  Cansultants,  LkJ., 
including  Michael  H.  Heath. 
_ (800)  554-3091 , _ 

STRICTLY  CONFIDENTIAL.  Home 
Delivery,  Single  Copy,  Distribution,  Etc. 
30  years  experience.  We  have  79 
clients.  Call  the  Von  Entress  Group, 
(708)  717-5554. 


Be  virtuous  and  you  will  be  eccentric. 

Mark  Twain 


CONSULTANTS 


ADVERTISING,  Circulation  &  Financial 
Systems  our  Speciality.  We  provide 
experts  to  develop  enhancements  or  new 
applications.  GreenRose  Systems  (813) 
969-3388 

DISTRIBUTION  SERVICES 

DISTRIBUTION  OF  PUBUCATKDNS 
TO  NEWSSTANDS  ACROSS  THE  USA 
Dave  Chilton  (800)487-6397 
AUSTIN  NEWS  SERVICES  (Notional) 


CIRCULATION  SERVICES 


CHURN  MANAGEMENT 
SPECIALISTS 

1-800-327-8463 


LAPTOP  SERVICES 

TANDY  LAPTOP  COMPUTERS 
Models  100/102/200  (only). 
Reconditioned  systems  &  accessories. 
Free  catalog.  Fax:  510-937-5039, 
Internet:  richard.hanson@pcld.com 

PRESSROOM  SERVICES 

DO  YOU  NEED  EXPERT  ADVICE  ON 
YOUR  ELECTRICAL  DRIVE  SYSTEM? 

Masthead  can  help.  Masthead  alsa 
pravides  dampening  systems,  parallel 
drives,  horsepower  upgrades  and  mod¬ 
ernization. 

MASTHEAD  INTERNATIONAL 

(800)  545-6908 
(505)  842-1357 

24-Hoor  Line  P.O.  Box  1 952 
Albuquerque,  NM  87103 


The  essence  of  Western  civilization  is 
neurosis 

William  Barrett 


PRESSROOM  SERVICES 

HARD  TO  FIND  PRESS  PARTS? 

Largest  Press  Plumbing  Parts  Stock  in 
Country-Overnight.  GREAT  PRICES  I! 
Filters,  Regulators,  Floses,  Gauges. 

PACIFIC  NEWSPAPER  SERVICES,  INC. 
A/X  (800)201-7500  M/C 

PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
ductwork? 

Doily  Service  Contracts 
One  Time  Service 

ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFAaiONI 

30  Years  experience! 

PRESSROOM  CLEANERS 
CALL  TOLL  FREE 
(800)657-2110 


HELP  WANTED 


_ ACCOUNTING _ 

CREDIT  MANAGER 

We  are  looking  for  a  person  with  a 
minimum  of  5  years  credit/collection 
management  experience.  Successful 
candidate  will  have  strong  organiza¬ 
tional,  communication,  negotiation  and 
analytical  skills.  Extensive  knowledge  of 
credit  procedures  and  laws  a  necessity. 
Bachelor's  degree  preferred. 

Applicants  should  send  resume  and 
cover  letter,  with  salary  requirements, 
to:  Personnel  Department,  Union- 
News/Sunday  Republican,  1860  Main 
Street,  Springfield,  MA  01 103. 

EOE 

ADMINISTRATIVE 

MAGAZINE  GENERAL  MANAGER 

Midwest  city  magazine  seeks  a  General 
Manager  to  oversee  all  departments. 
Candidate  should  have  knowledge  of 
all  magazine  publishing  aspects  with 
emphasis  on  sales  management.  If  you 
have  strong  leadership  and 
interpersonal  skills,  send  resume  ta  Box 
07564,  Editor  &  Publisher. 

PUBLISHER/GM  for  growth  oriented 
Zone  8  daily.  Position  for  energetic 
hands-on  leader  who  can  execute,  and 
enjoys  the  Rockies.  Financial  skills, 
working  technical  knowledge  preferred. 
Box  07563,  Editor  &  Publisher. 

SOUTHEAST-BASED  Trade  Magazine 
seeks  general  manager.  Great 
apportunity  for  sales  executive  ready 
for  next  level.  Send  resume  and  salary 
history  to  Box  07574,  Editor  &  Pub¬ 
lisher. 


I  want  to  try  the  experiment  whether  one 
can  be  perfectly  frank,  even  with  oneself, 
and  not  lake  fright  at  the  whole  truth. 

Dostoevsky 


ADMINISTRATIVE 

EXECUTIVE  DIREQOR 
International  women's  news  service 
seeks  a  manager  ta  supervise  the  U.S. 
bureau,  manage  financial  affairs  and 
conduct  fundraising.  Respansible  for 
managing  a  staff  of  one  full-time  and 
two  part-time  prafessianals  in  editing 
and  marketing,  guiding  the  board  cm 
directors  and  b^rd  of  advisors  and  com¬ 
municating  with  the  news  service's 
international  headquarters  and 
regional  bureaus.  Requires  supervisary 
and  management  skills,  extensive  expe¬ 
rience  in  fundraising,  including  pro¬ 
posal  writing  and  event  organizing, 
and  knowledge  of  issues  ancT  priorities 
of  international  women's  movement. 
Some  financial  background  preferable. 
Salary:  $30,000-$36,000,  according 
to  experience.  Send  resume  to 
Women's  Feature  Service,  ED  Search 
Committee,  20  West  20th  Street,  Suite 
1103,  New  York,  NY  10011. 

ADVERTISING 

ADVERTISING  SALES  TRAINER.  Suc¬ 
cessful  East  Coast  suburban  newspaper 
group  plans  to  grow  sales  organizatian 
by  fifteen  positions  in  1996.  Need 
hands-on  sales  trainer  to  work  in  the 
field  with  recruits,  opening  accounts 
and  territories.  Teaching,  training  and 
motivating.  Strang  product.  Position  can 
lead  to  full  Sales  Management  or 
Advertising  Director.  Send  resume, 
cover  letter  and  salary  history  to  Box 
07571 ,  Editor  &  Publisher. 

ADVERTISING/MARKETING  represen¬ 
tative  for  progressive  daily  newspaper. 
Ideal  candidate  possesses  basic  com¬ 
puter  skills  as  well  as  excellent  newspo- 
per  marketing  skills  and  outstanding 
sales  ability.  Competitive  benefits  and 
salary  based  on  experience  and  back¬ 
ground.  The  Hastings  Tribune  is  a  good 
place  to  grow  and  Hastings,  NE,  is  a 
good  place  to  live.  Send  resume  to  Ken 
Gettner,  advertising  director.  Box  788, 
Hastings,  NE  68902. 


_ ADVERTISING _ 

ASSISTANT  SALES  MANAGER 
NEWSPAPER  ADVERTISING  SALES 

Major  Metropolitan  daily  in  Texas  is 
seeking  an  individual  possessing  the 
skills  to  manage  and  motivate  a  diverse 
staff  in  the  Retail  Sales  area.  This  indi¬ 
vidual  will  assist  sales  representatives 
as  well  as  supervisors  in  setting  monthly 
sales  goals,  assist  in  the  sales  process, 
monitor  competition  and  generate 
strategic  initiatives  to  help  the  soles 
team  achieve  sales  goals. 

The  position  will  place  special  emphasis 
on  social  or  "people"  skills  that  will  allow 
the  direct  reports  the  freedom  to  interact 
and  exchange  ideas  and  information 
regarding  the  marketplace  as  well  as 
ideas  on  how  to  improve  our  sales  team. 

This  interaction  is  critical  to  the  devel¬ 
opment  of  the  sales  staff  and  overall  suc¬ 
cess  af  the  department. 

This  individual  should  hove  at  least  5-7 
years  of  newspaper  experience  with  2 
years  of  managerial  or  supervisory 
experience.  Knowledge  of  direct  mail 
programs  and/or  alternate  delivery 
also  a  plus.  This  is  an  excellent 
opportunity  to  step  up  and  graw  with 
one  af  the  nations  largest  and  most  suc¬ 
cessful  newspapers,  offering  excellent 
growth  potential  for  the  right  condidate. 
If  you  possess  unique  skills  listed  above 
and  welcome  the  challenge  of  dealing 
with  a  diverse  staff,  please  send  your 
resume  and  salary  history  to: 

Box  07568, 

Editor  &  Publisher 

An  Equa'  Opportunity  Empbyer 


FAX  YOUR  AD 
TO  US 
AT 

(212)  929-1259 


_ ADVERTISING _ 

CLASSIFIED  ADVERTISING  MANAGER 
The  Gazette-Times  is  seeking  a 
Classified  Advertising  Manager.  This 
rson  will  report  to  the  publisher  and 
a  vital  member  of  our  management 
team. 

The  Classified  Advertising  Manager  is 
responsible  for  our  classined  and  retail 
inside  sales  representatives 
performance  and  specifically  for 
achievement  of  our  classified  and 
classified  EMC  fiscal  plans.  In  addition, 
you  will  be  responsible  for  contributing 
to  the  overall  success  of  the  Gazette- 
Times  meeting  our  fiscal  year  plans. 
You  will  lead  a  staff  consisting  of  one 
retoil  telemarketer,  two  classified  com¬ 
mercial  sales  r^s,  three  classified  pri¬ 
vate  party  non-ledge  sales  reps  and  a 
classined  paste-up  position. 

We  are  looking  for  someone  who  is  a 
strong  motivator  of  people,  customer 
driven,  innovative  and  has  a  proven 
track  record  in  advertising  sales  man¬ 
agement.  Prior  management/ 
supervisory  experience  required.  As  a 
member  of  our  management  team  you 
will  be  expected  to  help  in  overall 
operational  performance  and  to  readily 
embrace  the  concepts  of  shared 
responsibility.  Salary  range:  $556  - 
91 7/weekly. 

Corvallis  is  a  city  of  46,000  people  and 
the  home  of  Oregon  State  University 
Beavers.  We're  an  hour's  drive  south  of 
Portland  and  an  hour  from  the  coast. 
There  are  four  daily  newspapers 
delivered  in  our  market  but  we  compete 
for  advertising  dollars  mostly  with  one 
daily  newspaper  in  Albany,  the  yellow 
pages,  cable  television,  direct  mail  and 
a  multitude  of  speciality  publications. 

Interested  candidates  send  a  letter 
detailing  how  your  background 
demonstrates  the  skills  we  are  looking 
for,  along  with  a  resume  by  November 
2,  1995  to:  Lisa  Yahnke,  human 
resources  administrator,  Corvallis 
Gazette-Times,  P.O.  Box  368,  Cor¬ 
vallis,  OR  97339-0368.  EOE 
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HELP  WANTED 


_ ADVERTISING _ 

ADVERTISING  DIREQOR 

A  planned  reKrement  is  nearing  which 
creates  an  immediate  need  to  fill  this 
key  position  reporting  to  the  publisher. 

We  are  a  47,000  AM  daily  covering 
23  counties  and  3  states.  We  need  an 
aggressive,  seasoned  pro  who  is  an 
excellent  team  player  and  a  strong  com¬ 
municator  with  superior  and  up-to-date 
people  skills  to  train  and  motivate  a 
staff,  while  being  responsible  for  sales 
and  promotion  efforts  in  display, 
classified  and  special  section  revenue 
programs. 

We  offer  competitive  compensation  and 
benefits,  a  generous  401  (k)  plan,  and 
liberal  bonus  potential. 

Please  send  a  resume,  cover  letter,  and 
salary  history  to; 

Director  of  Human  Resources 
News-Press  &  Gazette  Company 
P.O.  Box  29 
St.  Joseph,  MO  64502 

DIREaOR  OF  ADVERTISING 

THE  TIMES  ORANGE  COUNTY:  Lead  a 
team  of  advertising  sales  prafessianals 
as  you  strategically  increase  market 
share  and  advertising  revenue  in  one  of 
Southern  California's  most  competitive 
markets. 

You  will  be  charged  with  increasing 
advertising  revenue  in  the  retail, 
automotive,  real  estate,  employment 
and  classified  categories  for  the  Times 
Orange  County.  This  will  require  you  to 
plan  effective  growth  strategies;  create 
and  manage  a  successful  sales  team; 
and  develop  and  implement  new  com¬ 
pensation/incentive  programs  which 
promote  a  performance  culture  and  max¬ 
imize  profitability. 

THE  SUCCESSFUL  CANDIDATE 
WILL  HAVE. 

•10-K  years  in  sales  with  a  successful 
track  record 

•5  years  experience  in  a  management 
capacity 

•Dynamic  leadership  ability 
•Newspaper  background  is  desirable, 
but  other  media-related,  packaged 
goods,  or  high  transaction  product 
sales  experience  will  be  considered 
•Bachelor's  degree  is  required 

Position#95C009 1 

The  Los  Angeles  Times  offers  a  com¬ 
petitive  compensation  and  benefits 
package.  Qualified  candidates  should 
send  a  resume  with  salary  history 
indicating  position  number  to: 

LOS  ANGELES  TIMES 
Employment  Office 
Times  Mirror  Square 
Los  Angeles,  CA  90053 

You  may  also  fax  to  (213)  237-4962 
or  send  via  the  Internet  to 
jobs@latimes.com. 

Equal  Opportunity  Employer 


_ ADVERTISING _ 

LOOKING  TO  JOIN 
A  WINNING  TEAM? 

We  are  an  energetic  and  focused 
senior  advertising  management  team  of 
a  Zone  2  major  metropolitan  daily/ 
Sunday  newspaper  looking  to  upgrade 
our  mid-manager  sales  group.  We  are 
specifically  interested  in  someone  with 
a  winning  attitude  that  includes  man¬ 
agement  experience  with  the  ability  to 
develop  and  implement  new  ideas, 
increase  revenue  and  linage,  and 
effectively  lead  a  sales  team.  The  ideal 
candidate  must  be  career-minded, 
assertive  and  hungry  to  grow  in  a 
challenging  marketplace.  The  desire  to 
be  a  future  department  head  is  also  a 
plus. 

We  expect  a  lot  and  in  return 
provide  an  excellent  compensation 
package  and  quality  fringe  benefits.  If 
you  are  this  person,  submit  your  resume 
and  a  cover  letter  to  Box  07553,  Editor 
&  Publisher. 

RETAIL  MANAGER 

Employee-owned  25,000  circulation 
daily  newspaper  in  Southeast  Michigan 
searching  for  a  talented,  motivated, 
energetic  person  to  lead  a  staff  of 
twelve.  Minimum  three  years  advertis¬ 
ing  management  experience,  good 
communication  and  creative  skills,  the 
ability  to  lead  and  motivate,  and  the 
drive  to  succeed  all  a  must! 

Send  resume  to: 

Lonnie  L.  Peppier 
Sales  and  Marketing  Director 
Monroe  Evening  News 

20  W.  First  Street 
Monroe,  Ml  48161 


ACADEMIC 


ADVERTISING 


RETAIL  ADVERTISING  MANAGER 
The  Gazette-Times  is  seeking  a  Retail 
Advertising  Manager.  This  person  will 
report  to  the  publisher  and  be  a  vital 
member  of  our  management  team. 

The  Retail  Advertising  Manager  is 
responsible  for  our  Advertising  Sales 
and  Production  teams,  and  meeting 
both  revenue  and  expense  plans  in  the 
local  ROP,  preprint,  EMC,  national  and 
legal  categories.  In  addition,  you  will 
be  responsible  for  contributing  to  the 
overall  success  of  the  Gazette-Times 
meeting  our  fiscal  year  plans.  You  will 
lead  a  staff  consisting  of  four  ad/ 
production  teams  with  3-4  people  on 
each  team,  as  well  as,  ad  production 
support  positions. 

We  are  looking  for  someone  who  is  a 
strong  motivator  of  people,  customer 
driven,  innovative  and  has  a  proven 
track  record  in  advertising  sales  man¬ 
agement.  Prior  management/ 
supervisory  experience  required.  As  a 
member  of  our  management  team  you 
will  be  expected  to  help  in  overall 
operational  performance  and  to  readily 
embrace  the  concepts  of  shared 
responsibility.  Salary  range:  $673  - 
1 1 1 1 /weekly. 

Corvallis  is  a  city  of  46,000  people  and 
the  home  of  Oregon  State  University 
Beavers.  We're  an  hour's  drive  south  of 
Portland  and  an  hour  from  the  coast. 
There  are  four  daily  newspapers 
delivered  in  our  market  but  we  compete 
for  advertising  dollars  mostly  with  one 
daily  newspaper  in  Albany,  the  yellow 
pages,  cable  television,  direct  mail  and 
a  multitude  of  speciality  publications. 

Interested  candidates  send  a  letter 
detailing  how  your  background 
demonstrates  the  skills  we  are  looking 
for,  along  with  a  resume  by  November 
2,  1995  to;  Lisa  Yahnxe,  human 
resources  administrator,  Corvallis 
Gazette-Times,  P.O.  Box  368,  Cor¬ 
vallis,  OR  97339-0368.  EOE 


ACADEMIC 


_ ADVERTISING _ 

SUCCESSFUL  SALES  MANAGER. 
Large,  second  generation  Eastern 
Seaboard  newspaper  has  opening  for 
proven  dynamic  sales  manager.  Com¬ 
petitive  market  with  substantial  growth 
opportunities  from  existing  product  and 
development  of  new  ones.  Please  send 
resume,  salary  history,  references  and 
cover  letter  to  Box  07572,  Editor  &  Pub¬ 
lisher. 

ACADEMIC 

ARKANSAS  STATE  UNIVERSITY: 
Tenure-track  position  in  public  relations 
for  fall  1996.  Teach  in  AEJMC 
accredited  program  that  has  good 
media  contacts:  Required:  doctorate  in 
appropriate  area  and  experience,  or 
master's  degree  and  extensive  experi¬ 
ence  in  public  relations,  advertising  or 
journalism.  Assistant  professor  rank.  Con¬ 
tact:  Joel  Gombill,  Chair,  Department  of 
Journalism  and  Printing,  Arkansas  State 
University,  P.O.  Box  1930,  State  Uni¬ 
versity  (Jonesboro),  AR  72467.  Provide 
current  resume,  names  and  addresses 
of  three  references  and  copies  of 
transcripts.  Review  of  applications  will 
begin  January  5,  1 996,  and  continue 
until  position  is  filled.  AA/EOE. 

DOCTORAL  ASSISTANTSHIPS.  The 
University  of  Tennessee  seeks  outstand¬ 
ing  candidates  for  doctoral  study. 
Coursework  emphasizes  cammunica- 
tion  theory  and  research  with  journal¬ 
ism,  advertising,  broadcasting,  or  P.R. 
concentration.  M.S.  degree  and  GRE 
required.  Program  requires  2-3  years 
coursework,  plus  disseilation.  Teaching 
assistantships  possible.  Application  for 
fall  1 996  due  March  1 .  Also  calendar- 
year  M.S.  program  in  media  manage¬ 
ment.  Contact  Dr.  H.  Haward,  Commu¬ 
nications,  University  of  Tennessee,  Knox¬ 
ville,  TN  37996-0347. 


JOURNALISM  PROFESSOR  -  Cont¬ 
ingent  upon  budgetary  approval,  the 
American  University  in  Bulgaria  seeks  a 
full-time  faculty  member  with  at  least  5 
years  experience  in  print  journalism, 
experience  teaching  both  beginning 
and  advanced  reporting  classes,  and  a 
knowledge  of  computerized  design  and 
layout.  Send  cover  letter,  vita,  and  5  of 
your  best  published  pieces  to:  Journal¬ 
ism  Search,  American  University  in 
Bulgaria,  1750  K  Street,  N.W.,  Wash¬ 
ington,  DC  20006. 


TENURE-TRACK  JOURNALISM  Assis¬ 
tant  Professor.  Fall  1996.  Ph.D. 
required,  professional  experience 
desired.  Ideal  candidate  will  contribute 
to  a  new  master's  degree  in  Science 
and  Technology  Journalism,  have  edu¬ 
cation,  background,  experience  in  tra¬ 
ditional  or  emerging  facets  of  iournal- 
ism  and  communication.  Application 
review  begins  Nov.  15.  Applications 
accepted  until  position  filled.  Send  let¬ 
ter,  vitae,  names/addresses  of  three 
references  to:  Professor  Howard  Filers, 
Chair,  Journalism  Personnel  Committee, 
Texas  A&M  University,  College  Station, 
TX  77843-41 1 1 .  (409)  845-4685/Fax 
(409)  845-5408  (h-eilers@tamu.edu). 
Texas  A&M  University  is  an  equal 
opportunity/affirmative  action 
employer. 


The  ranks  of  the  glamourous  change 
constontfy. 

Iggy  Pop 


COMPUTING  SERVICES 


Director  o#  Computing 
Servhos  Cominunicaflons 


Directs  all  Computing  Services  informational,  policy,  and  technical  communica¬ 
tion  activities  related  to  information  technology  at  Dartmouth.  Strong  organiza¬ 
tional,  interpersonal,  and  project  management  skills.  Knowledge  of  information 
technology.  Must  write  and  edit  clearly  and  quickly.  Experience  with  publishing, 
including  networked-based  electronic  publishing.  Coordinates  communication 
project  plans  across  departments  within  Computing  Services.  Assists  in  the  cre¬ 
ation  cf  strategic  documents  or  presentations.  Formulates  Computing  Services 
policies  and  implements  and  maintains  them  across  the  institution,  tovolved  in 
fundraising  activities.  Publisher  of  regular  news  dissemination  mechanisms.  BA 
with  a  major  in  a  communications  field  and  4+  years  of  relevant  experience;  or 
BA  with  courses  in  a  communications  field  and  7  years’  related  experience;  or 
equivalent  Review  of  materials  to  begin  November  13, 1995.  Please  submit  a 
letter  of  application  and  resume  to:  Larry  Levine,  Director  of  Computing, 
Computing  Services,  6028  Kiewit  Computatkm  Center,  Dartmouth  College, 
Hanover,  NH  03755-3523. 

An  Affumative  Action/Equal 
Opportunity  Employer.  Women  and 
minorities  are  encouraged  to  apply. 
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VISUAL  COMMUNICATION:  The  Ohio 
University  School  of  Visual  Communica¬ 
tion  (VisCom)  is  searching  for  candi¬ 
dates  to  fill  o  tenure  track  faculty  posi¬ 
tion.  The  assistant  professor  position  is 
a  full-time  tenure  track  position  based 
on  a  nine  month  teaching  contract. 

Candidates  should  have  a  masters 
degree  (preferred)  or  a  bachelor's 
degree  and  exceptional  professional 
experience. 

Salary  range  is  $36,000  -  $42,000 
(plus  benefits)  depending  upon 
qualifications. 

The  new  hire  would  be  expected  to 
teach  informational  graphics  and 
courses  in  a  number  or  the  following 
areas;  photojournalism,  applied  pho¬ 
tography,  publication  layout  &  design, 
picture  Miting,  or  interactive  media. 

The  School  of  Visual  Communication 
has  over  220  undergraduate  majors 
and  approximately  30  graduate  stu¬ 
dents.  Graduate  students  in  the  School 
of  Visual  Communication  earn  either  a 
Master  of  Science  in  Journalism  degree 
through  Ohio  University's  Scripps 
School  of  Jou.malism  or  a  Master  of 
Arts  degree  through  the  School  of 
Telecommunication. 

The  faculty  consists  of  six  full  time  fac¬ 
ulty  members  teaching  courses  in  photo¬ 
journalism,  applied  photography,  pub¬ 
lication  layout  &  design,  picture  editing, 
informational  graphics  and  interactive 
media. 

The  deadline  for  applications  is 
November  3,  1995.  To  apply,  please 
send  a  cover  letter,  detaileci  resume, 
including  at  least  three  references,  and 
a  portfolio  of  your  work  to:  Marcy 
Nighswander,  VisCom  Search  Commit¬ 
tee,  301  Seigfred  Hall,  Ohio  Univer¬ 
sity,  Athens,  OH  45701 . 

Ohio  University  is  an  Equal  Opportuni¬ 
ty/  Affirmative  Action  Employer. 


THE  AMERICAN  UNIVERSITY  IN 
CAIRO  invites  applications  for  a  faculty 
opening  in  Journolism  for  an  all-around 
faculty  member  with  strong  professional 
news  background,  including  radio,  to 
teach,  in  English,  basic  media  report¬ 
ing,  writing,  editing  and  production 
courses,  and  to  help  develop  effective 
instructional  use  or  new  radio  equip¬ 
ment  and  studio  facilities.  Evidence  of 
exceptional  teaching  ability  and 
advanced  academic  credentials  extend¬ 
ing  qualifications  to  mass  communica¬ 
tion  theory  and  issues  courses  will  be 
especially  welcome.  M.A,  required. 
International  experience  and  Ph.D.  pre¬ 
ferred.  Two-year  appointment  (renewa¬ 
ble)  begins  September  1996.  Normal 
teaching  load  is  9  hours  per  semester. 
Rank,  salary  according  to  qualifications 
and  experience.  For  expatriates,  hous¬ 
ing,  round-trip  air  travel  to  Egypt,  plus 
schooling  for  up  to  two  children 
included.  Write  with  curriculum  vitae  to: 
Dr.  Andrew  Kerek,  Provost,  The  Amer¬ 
ican  University  In  Cairo,  866  United 
Nations  Plaza,  Suite  EP-517,  New 
York,  NY  10017,  preferably  before 
November  30,  1995.  AUC  is  an  equal 
opportunity  employer. 


_ ART/GRAPHICS _ 

GRAPHICS 

Daily  publication  in  New  York  City 
seeks  a  highly  niK>tivated  individual  who 
can  set  up  and  operate  electronic 
darkroom.  Must  be  skilled  in 
Photoshop,  QuarkXPress,  newspaper 
production  and  electronic  scanning  of 
art  work.  Experienced  applicants  only 
please!  EOE  M/F.  Reply  to  Box  07569, 
Editor  &  Publisher. 

CIRCULATION 

CIRCULATION  DIREQOR 
We  are  a  21,000  and  growing  Col¬ 
orado  daily  and  Sunday  newspaper 
seeking  the  right  individual  to  provide 
circulation  leadership  and  work  with 
our  3-daily  newspaper  management 
team.  The  right  person  will  be  able  to 
effectively  plan  and  implement  our 
marketing  strategy  utilizing  a  combina¬ 
tion  of  new  and  proven  methods.  Good 
communicator,  team  oriented,  solid 
circulation,  competitive  and  manage¬ 
ment  experience  required.  Qualified 
candidates  may  send  their  resume, 
including  experience  and  salary  history 
to  Dean  Lehman,  president  and  editor. 
Daily  Times-Call,  P.O.  Box  299,  Long¬ 
mont,  CO  80502. 

CIRCULATION  MARKETING  MAN¬ 
AGER:  Pacific  Stars  and  Stripes, 
located  in  Tokyo,  Japan  and  serving  the 
military  community  throughout  Asia, 
seeks  a  creative  and  aggressive  sales 
leader  to  assist  the  Circulation  Director 
in  expanding  market  share  and  increas¬ 
ing  profitability. 

The  successful  candidate  will  direct 
marketing  activities,  train  area  sales 
staffs,  create  carrier  campaigns,  build 
and  maintain  o  customer  database, 
and  oversee  customer  service. 

Minimum  qualifications  include  U.S. 
citizenship,  five  years  of  circulation 
experience,  bachelors  degree  in  Market¬ 
ing,  Business,  or  Liberal  Arts,  software 
and  database  knowledge  and  proven 
soles  experience.  Training  experience  is 
helpful. 

Compensation  package  includes;  com¬ 
petitive  salary,  post  allowance,  free 
government  housing  and  utilities,  reloca¬ 
tion  costs  and  excellent  fringe  benefits. 

Apply  by  sending  Department  of  Army 
Form  3433,  available  at  U.S.  Army 
installations,  and  a  narrative  describing 
experience.  If  application  forms  are 
unavailable,  write  to  us  for  one.  If  you 
claim  veteran's  preference,  include 
copy  of  discharge  (DD  Form  214).  All 
application  materials  must  be  received 
no  later  than  October  27,  1995.  Con¬ 
tact  Civilian  Personnel  Manager,  Pacific 
Stars  and  Stripes,  Unit  45002,  APO 
AP,  96337-0110.  Phone  from  U.S.: 
on  (81-3)3401-8913. 

An  Equal  Opportunity  Employer. 

Ever  feel  like  you've  been  cheated? 

John  Lydon 


CIRCULATION _ 

CIRCULATION  MANAGER 
Great  opportunity  for  coreer  minded 
individual.  Rapidly  expanding  and 
highly  successful  group  of  weeldies  is 
seeking  an  experienced  circulator  to 
join  our  dynamic  team.  Must  be 
knowledgable  in  both  hand  and  mail 
delivery  systems.  Salary  $26K  with  an 
excellent  benefits  package.  Box  07504, 
Editor  &  Publisher. 


CIRCULATION  MANAGER  sought  for 
award-winning,  14,500  circulation, 
seven-day  daily  in  heart  of  Cajun  coun- 
try-Great  food,  festivals,  fishing  and 
people!  Looking  for  capable  manager 
with  creative  idros  on  marketing  news¬ 
papers.  Good  pay  and  benefits 
package.  Send  resume,  cover  letter, 
salary  history  to:  Will  Chapman,  The 
Daily  Iberian,  P.O.  Box  9290,  New 
Iberia,  LA  70562. 


CIRCULATION  MANAGEMENT 

We  vrant  you  if: 

•You  are  a  leader, 

•You  can  grow  circulation, 

•You  can  manage  a  staff  well, 

•You  are  an  ideas  person, 

•You  aren't  afraid  of  hard  vrork, 

•You  hove  o  proven  performance 
record,  and 

•You  have  a  desire  to  succeed. 

The  Mercury,  a  30,000  daily  and  Sun¬ 
day  in  Philadelphia  suburbs,  seeks 
capable,  experienced,  circulation  pro¬ 
fessional  to  perform  in  all  areas  of 
circulation.  We  offer  o  competitive 
salary  and  good  benefits  package. 
Please  send  resume  and  cover  letter 
with  salary  history  to: 

Tracy  Reinholt 
Personnel  Director 
The  Mercury 
24  N.  Hanover  Street 
Pottstown,  PA  1 9464 

DIVISION  SALES  MANAGER 

INDIANAPOLIS  NEWSPAPERS,  INC.  is 
the  publisher  of  The  Indianapolis  Star 
and  The  Indianapolis  News,  the  largest 
daily  paper  in  the  state  of  Indiana.  We 
have  a  combined  Daily  Circulation  of 
317,344  and  a  Sunday  Circulation  of 
404,469. 

The  Division  Sales  Manager's 
responsibilities  include  increasing 
circulation,  ensuring  excellent  customer 
service,  and  motivating  a  team  of  dis¬ 
trict  sales  managers  working  out  of  o 
distribution  center.  Candidates  should 
be  comfortable  working  with  adult 
independent  contractors. 

Qualified  candidates  will  have  a  col¬ 
lege  degree  and  5  years  of  circulation 
management  experience.  This  position 
reports  to  the  City  Circulation  Manager. 

We  offer  a  competitive  compensation 
and  benefits  package.  Please  send  your 
resume  to: 

Indianapolis  Newspapers,  Inc. 
Circulation  Recruiting  Manager 
P.O.  Box  145 

Indianapolis,  IN  46204-0145 
AN  EQUAL  OPPORTUNITY  EMPLOYER 


_ CIRCULATION _ 

SINGLE  COPY  MANAGER 

Mid-size  metro  in  Northeast  is  looking 
for  manager  experienced  with  all 
aspects  of  single  copy  including  vend¬ 
ing,  dealer  and  street  sales.  Competitive 
salary,  company  car  and  comprehen¬ 
sive  benefits.  Send  resume  to  Box 
07570,  Editor  &  Publisher. 


TELEMARKETING  OPPORTUNITY  for 
an  energetic,  hard-working,  experi¬ 
enced  manager  to  build  a  telemarketing 
operation  in  Zone  9.  Working  experi¬ 
ence  and  knowledge  of  computerized 
dialing  systems  a  must.  If  you  possess 
the  skill  and  work  ethic  to  create  a 
superior  telemarketing  operation,  fax 
your  resume,  detailing  power  dialer 
experience  and  reference  to  (510)  208- 
6750,  ATTENTION:  JERRY  LEWIS. 

WE  ARE  WORKING  on  a  search  for  a 
Circulation  Director  of  an  18,000  mid¬ 
west  evening  newspaper.  Candidates 
must  be  sales  and  service  oriented,  os 
both  areas  need  primary  attention  to 
significantly  improve  volume  and 
penetration  in  this  competitive  market. 
This  is  an  opportunity  for  a  person  on 
the  way  up  to  really  show  what  you  can 
do  as  an  achiever!  Group  situation  with 
advancement  potential.  For  example, 
publisher  is  a  lormer  circubtion  execu¬ 
tive  with  this  Group.  You  will  have 
responsibility  for  mailroom,  too.  The  com¬ 
mitment  of  top  management  to  build 
circulation  and  the  resources  to  do  it 
are  already  there.  All  that  is  needed  to 
make  it  happen  is  you!  Send  resume, 
cover  letter,  salary  requirements  to  Ron 
Anderson,  RCAnderson  Associates  Inc., 
P.O.  Box  300,  Pittsford,  NY  14534.  Or 
fox  to  (71 6)  248-9551. _ 

_ EDITORIAL _ 

ALASKAN  WEEKLY  seeks  experienced 
reporter  to  provide  general  news  and 
photo  coverage  of  beautiful  fishing  com¬ 
munity  (pop.  3800).  Fax  cover  letter, 
resume  with  3  professional  references 
and  three  clips  to  Petersburg  Pilot, 
(907)  772-4871,  Attn:  Ron  Loesch, 
publisher.  (Phone:  (907)  772-9393). 

ASSISTANT  LOCAL  NEWS  EDITOR 

We're  a  community  newspaper  serving 
one  of  the  most  livable  cities  in  Amer¬ 
ica,  with  premier  coverage  of  Rocky 
Mountain  National  Park.  We're  also  a 
newspaper  on  the  move,  and  we're 
looking  lor  skilled  journalists  to  help  us 
become  the  best.  Our  new  ALNE  will  be 
someone  who  can  produce  a  top-notch 
features  section  while  assisting  in  other 
editing  roles.  We  need  a  sharp  editor, 
strong  planner  and  a  people  person. 

GRAPHICS/DESIGNER 

An  emphasis  on  improving  our  content 
and  design  including  a  much  larger 
role  for  graphics.  We  need  someone 
who  can  design  and  paginate  news 
pages,  but  who  also  will  be  considered 
our  graphics  specialist.  Preferred  appli¬ 
cant  will  be  able  to  use  Photoshop, 
Freehand,  Illustrator,  QuarkXPress. 

Applicants  should  provide  cover  letter, 
resume  and  work  samples  to  Assistant 
Managing  Editor  Troy  Turner,  Loveland 
Reporter-Herald,  201  E.  Fifth  St.,  Love¬ 
land,  CO  80537. 
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_ EDITORIAL _ 

A  GROUP  OF  Lake  Tahoe  newspapers 
are  looking  for  a  detail-oriented  person 
to  work  as  an  editor  for  a  weekly  enter¬ 
tainment  supplement.  Job  includes  writ¬ 
ing  and  typesetting  editorial  copy, 
pagination,  updating  and  public  service 
calendars.  Great  organizational  skills  a 
must.  Knowledge  of  Macintosh  com¬ 
puters  and  QuarkXPress  required.  Send 
resume,  samples  to  Bill  Kunerth,  P.O. 
Box  1 38,  Tahoe  City,  CA  96145. 

AWARD-WINNING,  Suburban  New 
York  City  doily  seeking  two  bright, 
ambitious  copy  editors.  Duties  include 
editing  copy,  usually  on  deadline; 
headline  writing;  proofing  graphics; 
monitoring  copy  flow.  Minimum  three 
years'  copy-editing  experience  with  a 
metro-size  daily,  or  editing/ 
management  experience  at  a  smaller 
daily.  Strong  grammar,  spelling  and 
punctuation  skills  a  must.  This  1 75,000- 
circulation  poper  is  an  equal 
opportunity  employer.  Send  cover  let¬ 
ter,  resume  and  clips  to  Rich  Kleban, 
operations  editor,  Gannett  Suburban 
Newspapers,  1  Gannett  Drive,  White 
Plains,  NY  10604. 

BUSINESS  EDITOR/REPORTER 

Opportunity  to  write  wide-ranging, 
thoughtful  feature  stories,  edit  some 
departments,  and  help  build  the  pre¬ 
mier  publication  in  a  $4  trillion-plus 
business.  Plan  Sponsor,  Greenwich,  Con¬ 
necticut-based  magazine,  published  ten 
times  a  year,  covering  North  American 
pensian  and  benefits  plans,  seeks 
enterprising  editor/ reporter  with  some 
experience  for  senior  editor  position. 
Lively  working  environment, 
opportunities  for  advancement  and 
growth.  Should  have  business  reporting 
and  editing  background,  be  dynamic, 
organized,  have  strong  people  skills, 
willing  to  travel  and  represent  the  pub¬ 
lication.  Some  experience  with  other 
aspects  of  magazine  publishing,  and 
ability  to  work  with  staff  and  freelance 
vwiters,  preferred. 

Send  clips,  resume,  letter  to:  Eric 
Laursen,  managing  editor.  Plan 
Sponsor,  125  Greenwich  Avenue, 
Greenwich,  CT  06830.  EOE 

CITY  EDITOR  needed  to  supervise 
veteran  news  team  at  a  community- 
oriented,  award-winning,  aggressive 
and  growing  14,000  daily  in  a  univer¬ 
sity  town  across  the  lake  fram  New 
Orleans.  Send  editing  samples,  writing 
clips  and  resume  ta  Managing  Editor 
Lillian  Mirando,  Daily  Star,  P.O.  Box 

1 149,  Hammond,  LA  70404. _ 

CITY  EDITOR 

Inspire  our  small  staff  ta  think  big  about 
covering  small-town  life.  We're  a 
20,000-plus  AM  daily  in  a  rural  but 
fast-growing  corner  of  the  West,  sur¬ 
rounded  by  breathtaking  landscapes 
and  outdoor  fun.  If  you  have  a 
demonstrated  ability  to  find  news,  lead 
people  and  make  copy  sing,  we'll  give 
you  the  opportunity  to  excel.  Send 
resume,  clips,  reference  list  to  Box 
07575,  Editor  &  Publisher. 


COPY  EDITOR.  Strong  wordsmith  and 
page  design  skills  needed  for  60,000 
AM  daily  near  Cleveland.  Paginatian 
skills  helpful.  Send  resume  and  layout 
samples  ta  Glenn  Gilbert,  managing 
editor.  The  News-Herald,  7085  Mentor 
Avenue,  Willoughby,  OH  44094. 

COPY  EDITOR:  Community  daily  in  W. 
Central  Florida  accepting  applications. 
Solid  editing  and  pagination  skills 
required.  Send  resume  ta:  Charles  Bren¬ 
nan,  M.E.,  Citrus  County  Chronicle, 
1624  N.  Meadowcrest  Blvd.,  Crystal 
River,  FL  34429. 

COPY  EDITOR 

The  York  Daily  Record,  a  42,000  AM 
paginated  paper,  seeks  a  news  copy 
editor  with  fresh  ideas.  We  want  a 
journalist,  not  a  decorator,  whose 
allegiance  is  to  news  copy,  the  page 
and  the  reader.  The  Daily  Record  is 
located  in  a  competitive  growing 
market  50  miles  north  of  Baltimore. 
Salary  range:  $23,900  -  $32,600. 
Send  cover  letter,  resume  and  work 
samples  to:  York  Daily  Record,  P.O. 
Box  1 201 5,  York,  PA  1 7402.  EOE. 
DYNAMIC  PUBLISHING  FIRM  with  Two 
Business  Newspapers  in  Central  Europe 
seeks  Editor  in  Chief  for  third,  to  be 
launched  this  year.  Substantial 
expertise  in  business/finance  is 
necessary,  either  as  journalist  or  in  the 
field.  He/she  must  be  willing  ta  relocate 
to  Central  Europe  within  the  next  two 
months  and  lead  an  editorial  team  in  a 
competitive  media  market.  Fax  resume, 
letter  to  Susan  Skiles  at  01 1  (36-1 )  1 1 8- 

0215.  Speed  Counts. _ 

EDITORIAL  PAGE  EDITOR 

Central  CA's  leading  daily  newspaper 
has  an  immediate  opening  for  Editorial 
Page  Editor  ta  oversee  the  direction  of 
editorial  policy,  supervise  staff  who 
write  editorials,  and  (ay  out  pages.  Will 
also  write  local  editorials  and  serve  on 
editorial  board.  Must  hove  solid  writing 
bockground  with  newsroom  or  editorial 
age  experience.  Competitive  salary 
ased  on  experience  plus  full  benefit 
package.  Send  cover  letter,  resume, 
and  3-5  clips  by  October  30  to:  THE 
FRESNO  BEE,  HUMAN  RESOURCES 
DEPARTMENT,  1626  "E"  Street, 
Fresno,  CA  93786.  An  Equal 
Opportunity  Employer. 

EDITORS  &  WRITERS  WANTED. 
Monthly  bulletin  lists  200+  current  open¬ 
ings  nationwide.  Entry/early  career. 
Writer-Editor-EP,  P.O.  Box  40550, 
5136  MacArthur,  Washington,  DC 

20016;  (703)  506-4400. _ 

EXPERIENCED  REPORTER 

The  Utica,  NY,  Observer-Dispatch,  a 
52,000  AM  Gannett  daily  near  the 
picturesque  Adirondacks,  is  seeking  an 
aggressive  and  passionate  reporter  to 
dig  up  hard-hitting  and  revealing 
stories.  At  least  three  years  of  daily 
experience  is  a  must;  computer-assisted 
reporting  knowledge  is  a  plus.  Send  six 
examples  of  stories  that  show  you're  a 
"junkyard  dog"  (no  meeting  coverage  or 
fluffy  features,  please)  to  Rick  Jensen, 
editor,  Observer-Dispatch,  221 
Oriskany  Plaza,  Utica,  NY  13501.  We 
value  diversity. 


_ EDITORIAL _ 

ENTERTAIN  US 

Do  you  love  Lucy?  Do  you  see  your 
friends  in  "Friends"?  Do  you  know  mov¬ 
ies,  TV,  pop  arts?  We're  looking  for  an 
energetic  generalist  who  can  cover 
local  television  as  news  and  brighten 
aur  living  and  arts  sections  with  both 
quick  features  and  thoughtful  trend 
pieces  that  spring  out  of  movies,  music 
and  the  woHd  of  popular  culture  -  from 
Anita  Baker  ta  "The  X  Files,"  from  Alison 
Krauss  ta  X-Men.  Our  dream  staffer  has 
at  least  three  years  experience  and  likes 
reparting  as  much  as  she/he  likes  writ¬ 
ing;  we're  not  in  the  market  for  a  sit- 
and-watch  critic.  The  News  &  Observer 
is  an  innovative,  150,000-plus  circula¬ 
tion  daily  in  Raleigh,  NC.  It's  a  great 
place  to  live  and  wark.  Please  don't 
call,  but  send  10  of  your  best  clips, 
resume  and  letter  to  Felicia  Gressette, 
features  editor.  News  &  Observer,  215 
5.  McDowell  St.,  Raleigh,  NC  27602. 
ENTRY  TO  SENIOR  JOBS  in  Journal- 
ism.  Writing,  Public  Relations  and 
Advertising  open  throughout  the  U.S. 
(all  non-sales  positions).  Full-time,  tem¬ 
porary,  internships  and  freelance.  For 
free  newsletter  cafl  (310)  792-1313. 

GAY  NEWS  EDITOR 
TWN,  a  Miami-based  gay  newspaper 
is  seeking  a  bright,  intelligent  individual 
from  a  daily  or  weekly  background  to 
heod  our  newsroom  as  an  editor/ writer 
with  page  design  ability  and  experi¬ 
ence.  Lead  our  small  staff  and  dozen 
freelancers.  Pen  1-2  pieces  a  week, 
oversee  staff,  design  by  QuarkXPress 
(PC),  plan  for  future  issues.  Excellent 
salary  &  benefits  package.  Move  to 
South  Florida  (the  Gay  Riveria)  and  be 
yourself.  Call  Bill  Watson  at  (305)  757- 
6333,  ext.  8600  to  schedule  interview. 

MANAGING  EDITOR 
Shelby,  NC  (7-day,  1  7,000)  seeks 
managing  editor  with  desire  to  excel. 
Initiative,  good  planning  skills,  team 
player  essential.  Send  resume,  cover  let¬ 
ter  to  Publisher,  The  Shelby  Star,  P.O. 
Box  48,  Shelby,  NC  28150. 

MUSIC  WRITER 

The  Times-Picayune  in  New  Orleans  is 
seeking  an  experienced,  high-energy 
music  writer  who  can  handle  a  diverse 
popular  music  beat,  covering  Jazz, 
Pop,  Zydeco  and  more.  In  a  city  vdiere 
music  is  as  vital  as  food  and  water,  we 
want  writing  that's  just  as  vibrant  as  the 
scene.  At  least  two  years  of  daily  news¬ 
paper  experience  is  required.  Hard 
news  experience  is  an  asset  in  manag¬ 
ing  the  beat. 

Send  a  resume  and  clips  to: 

Karen  Taylor  Gist,  Lagniappe  Editor 
The  Times-Picayune 
3800  Howard  Avenue 
New  Orleans,  LA  701 40 

An  Equal  Opportunity  Employer,  M/F 
NATIONAL  SPORTS  JOBS  WEEKLY 
PO  Box  5725  Glendale  AZ  8531 2 
(602)  933-4345  $39-4  Issues 


/  am  one,  my  liege,  Whom  the  vile  blows 
and  buffets  of  the  world  Have  so  incens'd 
that  I  am  reckless  what  I  do  to  spite  the 
world. 

Macbeth 


_ EDITORIAL _ 

MARKET  OR  BUSINESS  REPORTER 
sought  to  cover  the  natural  gas  market 
in  the  Houston,  TX  bureau  af  estab¬ 
lished  national  daily  and  weekly  trade 
publications.  Should  have  three  years 
business  reporting  experience.  Join  one 
of  the  leading  publications  covering  the 
deregulated  natural  gas  market  and 
related  futures  markets--delivered  in 
print  and  electronically  over  national  cam- 
puter  networks.  Send  resume  and  sam¬ 
ples  to  Editor  Ellen  Beswick,  22648 
Glenn  Drive  S305,  Sterling,  VA  201 64. 

METRO  EDITOR 

The  Democrat  &  Chronicle  and  Times- 
Union  in  Rochester,  NY,  seeks  an  expe¬ 
rienced,  hands-on  metro  editor. 

Responsibilities  include  directing  a  staff 
of  40  journalists  ranging  from  the  best 
and  brightest  recent  graduates  to 
national  award-winning  seasoned 
veterans.  This  staff  produces  copy  for  a 
morning  and  an  afternoon  newspaper, 
with  combined  circulations  of  190,000 
daily  and  260,000  Sunday. 

Rochester  is  home  to  10  universities, 
including  the  Rochester  Institute  of 
Technology  and  the  University  af 
Rochester's  famed  Eastman  School  of 
Music.  Rochester  is  a  major  manufactur¬ 
ing/export  center,  including  the  corpo¬ 
rate  headquarters  of  Kodak  and  Bauch 
and  Lomb. 

Candidates  should  have  total  newsroom 
vision,  superb  editing  skills  and  an 
energetic  leadership  style.  Knawledge 
of  computer-assisted  reporting  tech¬ 
niques  and  FOI  experience  essential. 

Gannett  Rochester  Newspapers  value 
the  benefits  of  diversity  in  the 
workplace  and  are  committed  to  equal 
opportunity  employment.  Candidates 
who  share  our  vision  are  especially 
encouraged  to  apply. 

Send  work  samples,  resume,  salary  his¬ 
tory  and  expectations  with  a  cover  letter 
outlining  your  vision/thoughts  on  what 
makes  a  good  newspaper  to  Tom 
Callinan,  editor,  Gannett  Rochester 
Newspapers,  55  Exchange  Blvd., 
Rochester,  NY  14614. 

NEWS  EDITOR 

We're  seeking  an  experienced 
newsroom  manager  to  run  our  News 
Desk  and  supervise  night  operations. 
The  Utica,  NY,  Observer-Dispatch,  a 
52,000  AM  Gannett  daily  near  the 
picturesque  Adirondacks,  is  looking  for 
a  news  editor  who  leads  by  example 
and  is  a  stickler  for  accuracy,  clarity 
and  detail.  Strong  design  and  pagina¬ 
tion  skills  also  preferred.  Send  exam¬ 
ples  of  your  best  work  in  the  past  week 
(plus  any  supporting  materials)  to  Rick 
Jensen,  editor,  Observer-Dispatch,  221 
Oriskany  Plaza,  Utica,  NY  13501.  We 
value  diversity. 

NEWS  REPORTER/EDITOR 
Lansing-based  publication  is  seeking  to 
expond  its  news  operation  and  its  cov¬ 
erage  of  law  relate  issues.  Candidates 
must  have  professional  newspaper 
experience.  Previous  work  covering  law 
and  legal  issues  would  be  helpful.  Send 
resume  ond  two  writing  samples  to: 
Publisher,  P.O.  Box  15124,  Lansing,  Ml 
48933. 
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PULITZER  PRIZE  WINNER,  The 
Hutchinson  News  in  Hutchinson,  Kan¬ 
sas,  wonts  on  aggressive  reporter  to 
cover  politics  and  general  assignment. 
Not  interested  in  agenda  reporters  or 
clerks.  This  position  is  high  profile  with 
a  must  placed  on  getting  the  story, 
regardless  of  the  official  line.  Send 
resume,  clips  and  references  to  Steve 
Whitmore,  managing  editor, 
Hutchinson  News,  P.O.  Box  190, 
Hutchinson,  KS  67504-0190 
• 

Also,  looking  for  a  sports  writer.  Quark¬ 
XPress  experience  not  a  requirement  but 
preferred.  Send  resume,  clips  and 
references  to  Steve  Carpenter,  Sports 
Editor,  Hutchinson  News. _ 

REPORTER  NEEDED  by  county  seat 
weekly;  4  person  newsroom.  Must  have 
good  writing  and  photography  skills. 
Send  resume  to  Putnam  County  Sen¬ 
tinel,  P.O.  Box  149,  Ottawa,  OH 
45875. 

ROOM  TO  WRITE 

New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston  and 
San  Francisco.  We  publish  in-depth, 
well-crafted  stories  that  explore  the 
issues,  events  and  personalities  that 
make  our  communities  tick.  Our  stories 
inform  and  entertain  readers,  provoke 
strong  reactions  and  win  national 
awards. 

If  you  understand  the  difference 
between  magazine- style  reporting  and 
the  hurried  fact-finding  of  daily  papers, 
if  your  copy  is  as  much  a  pleasure  to 
read  as  it  is  well  researched,  we  want 
to  hear  from  you.  There  are  immediate 
openings  for  serious,  issue-oriented 
news  writers  in  Denver,  Houston  and 
San  Francisco.  We  also  need  another 
Spanish-speaking  reporter  (news  or 
feature)  in  Miami. 

New  Times  is  committed  to  building  a 
diverse  workforce  and  acknowledges 
the  needs  of  employees  with  young 
families.  We  offer  competitive  salaries 
and  benefits. ..and  all  the  space  you 
need  to  put  the  news  in  perspective  and 
tell  a  good  story. 

Send  all  applications 
(no  phone  calls,  please)  to: 

Christine  Fleming, 

Executive  Managing  Editor 

New  Times,  Inc. 

P.O.  Box  5970 

Denver,  CO  802 1 7 

Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three  well-developed, 
tightly  focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  had  the 
time  and  the  space. 


In  their  eyes  there's  something  lacking, 
what  they  need  is  a  damn  good 
whacking. 

Piggies 


_ EDITORIAL _ 

REPORTER 

The  Herald-Whig  Newspaper,  a  mid¬ 
sized  PM  daily  in  West-central  Illinois, 
has  an  immediate  opening  for  a 
reporter  to  cover  education  and 
neighborhood  issues.  The  ideal  candi¬ 
date  will  have  up  to  two  years  of  expe¬ 
rience  on  a  daily  or  weekly  newspaper. 
Candidates  in  lllinais,  Iowa  and 
Missouri  are  strongly  encouraged  to 
apply.  Send  resumes  and  clips  to:  Mike 
Hilfrink,  managing  editor.  The  Herald- 
Whig,  130  S.  Fifth  Street,  Quincy,  IL 
62301,  Fox:  (217)221-3395. 

SENIOR  EDITOR:  New  international 
lifestyles  magazine  blending  spirit  and 
style  launching  in  NYC  and  Japan. 
Duties  include  assigning  and  editing 
features,  some  writing,  supervise  copy 
department.  Send  package  to  Senior 
Editor,  SUGA  USA,  560  Broadway, 
Suite  405-B,  New  York,  NY  10012  or 

fax  (21 2)  343-7319. _ 

SPORTS  EDITOR 

Lead  a  staff  of  five  in  producing  a  sec¬ 
tion  for  a  community  with  equal  interest 
in  participatory  sports,  youth  sports, 
and  college  and  pro  sports.  Position 
requires  at  least  five  years  of  daily 
newspaper  experience,  including  at 
least  one  year  of  supervisory  duties  and 
at  least  three  years  in  sports.  Send 
cover  letter  outlining  your  sports  section 
philosophy,  resume,  clips,  and 
references  to:  Walter  Dawson,  manag¬ 
ing  editor.  The  Monterey  County 
Herald,  P.O.  Box  271,  Monterey,  CA 
93942.  EOE 


SPORTS  EDITOR  &  POUCE  REPORTER 

The  Sentinel,  winner  of  Pennsylvania's 
daily  Newspaper  of  the  Year  Award,  is 
seeking 

•Innovative  sports  editor  with  pagination 
skills  to  lead  sports  staff  of  1 7,000 
circulation  paper. 

•Police  reporter  to  cover  crime  beat  and 
courts. 

Send  cover  letter  outlining  coveroge 
philosophy,  resume,  clips  and 
references  to:  Carol  Talley,  editor.  The 
Sentinel,  P.O.  Box  130,  Carlisle,  PA 
17013. 

STATE  EDITOR 

The  Portland  Press  Herald  and  Maine 
Sunday  Telegram  are  seeking  a  state 
editor  to  direct  our  speciality  beat 
reporters,  from  cops  and  courts  to 
transportation  and  religion.  At  75,000 
daily  and  140,000  Sunday,  we're 
Maine's  largest  newspaper,  with  a 
national  reputation  for  quality  and 
innovation.  We're  looking  for  someone 
with  vision,  energy  and  excellent  edit¬ 
ing  skills  -  an  editor  who  will  inspire 
the  best  in  a  talented  staff.  A  demonstra¬ 
ble  record  of  leadership  and  a  mini¬ 
mum  of  two  years  as  an  assignment 
editor  at  a  daily  paper  or  wire  service 
are  a  must;  a  reporting  background  is 
a  plus.  Send  resume  to  Curt  Hazlett, 
executive  news  editor.  The  Portland 
Newspapers,  P.O.  Box  1460,  Portland, 
ME  04104. 


THE  INDEPENDENT  RECORD,  a 
division  of  Lee  Enterprises,  o  daily 
1 4,500  circubtion  newspaper  is  recruit¬ 
ing  a  sports  writer.  Covers  high  school 
arid  college  sports,  rodeo,  horse  racing, 
minor  league  baseball  and  amateur 
hockey.  Copy  desk  and  layout  experi¬ 
ence  a  plus.  2-3  years  experience 
required.  Nights  and  weekends. 
Excellent  Benefit  Package.  Send  resume 
and  3  NON  RETURNABLE  clips  to: 

Sports  Writer 

Helena  Independent  Record 
Box  4249 
Helena,  MT  59604 
Post  Mark  Deodline:  Nov.  4,  1 995 
THE  SEATTLE  TIMES  needs  to  add  a 
major-beat  reporter  to  its  sports  staff. 
Applicants  must  have  solid  reporting 
skills,  and  an  ability  to  write  trend,  ana¬ 
lytic  and  entertaining  pieces.  Send 
cover  letter,  resume  and  clips  to:  Millie 
Quan,  AME,  Seattle  Times,  P.O.  Box 
70,  Seattle,  WA  981 1 1 .  Na  calls, 

please. _ 

THE  KANSAS  CITY  JEWISH  CHRONI¬ 
CLE,  a  75-year-old  independent  weekly 
serving  Kansas  City's  Jewish  com¬ 
munity,  seeks  an  associate  editor.  The 
successful  candidate  will  be  know¬ 
ledgeable  of  the  Jewish  religion  and 
experienced  in  news  writing  and  edit¬ 
ing.  The  Chronicle  Is  part  of  Sun  Pub¬ 
lications,  a  160-employee  company 
located  in  the  Kansas  City  suburb, 
Overland  Park,  KS.  Send  resume, 
references  and  clips  to  Rick  Heilman, 
managing  editor,  KC  Jewish  Chronicle, 
7373  West  107th  Street,  Overland 
Park,  KS  66212.  Or  call  (913)  648- 
4620. _ 

THE  SEATTLE  TIMES  is  looking  for  an 
assistant  sports  editor  to  wo^  either 
with  the  desk  editors  or  with  the  writing 
staff,  depending  on  a  probable 
reorganization  of  the  sports  depart¬ 
ment.  Management  experience  on  a 
metro  daily  a  must.  Please  send  cover 
letter,  resume  and  samples  of  stories 
you've  directed  to  Millie  Quan,  AME, 
Seattle  Times,  P.O.  Box  70,  Seattle, 
WA  981 1 1 .  No  calls,  please. 
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THE  SALT  LAKE  TRIBUNE  is  seeking 
experienced  professionals  for  the  four 
positions  listed  below.  The  Tribune  is  an 
independent,  family-owned  newspaper 
and  Utah's  No.  1  medium  lor  news  and 
commentary  in  a  competitive  market. 

Minimum  requirements:  3  years  news¬ 
paper  or  wire  service  experience. 
Fluency  in  a  second  language  and/or 
work  experience  (or  an  academic  dis¬ 
cipline)  outside  of  communications  a 
bonus.  Sabty  up  to  $42,000,  depend¬ 
ing  on  experience  and  expertise. 

Women,  peopb  of  color,  anglo  males 
and  anyone  else  qualified  are 
encourage  to  apply.  The  positions: 

COPY  EDITOR:  Understanding  of 
national  and  woHd  events/issues,  famil¬ 
iarity  with  wire  copy,  editing,  page 
layout,  headline  writing,  combining 
and  condensing  stories,  slot  work  on  an 
8-person  National  Desk.  Possibility  of 
on  assistant  National  Editor  appoint¬ 
ment. 

NEWS  REPORTER:  County  government 
beat  in  Salt  Lake  County.  This  person 
also  will  take  the  lead  in  covering  the 
region's  No.  1  problem:  growth. 

FEATURE  REPORTER:  An  excellent, 
productive  writer  knowledgeable  on  a 
number  of  subjects  who  can  write  at 
varying  lengths  and  meet  daily  and 
weekly  deadlines. 

BUSINESS  REPORTER:  Knowledge  of 
variety  of  business  and  economic 
topics.  High-tech  expertise  a  plus.  Con 
turn  insightful  stories  on  a  doily  basis. 

Send  application  (whose  receipt  will  not 
be  acknowledged  formally),  resume, 
examples  of  work  and  references  by 
October  30  to: 

Editor  James  E.  Shelledy 
The  Salt  Lake  Tribune 
1 43  South  Main  Street 
Salt  Lake  City,  UT  841 1 1 


EDITORIAL 


SENIOR  REPORTERS,  EDITORS 

The  Omaha  World-Herald  is  interviewing  to  fill  senior 
reporter  openings  and  news-national-copy  desk  posi¬ 
tions. 

Experience  with  computer-assisted  reporting  a  plus  for 
reporters.  For  desk  editors,  at  least  three  years’ 
experience  preferred.  Pluses  include  national  desk 
background,  design  skills  or  pagination  training.  Re¬ 
cent  grads  will  be  considered. 

The  World-Herald,  an  employee-owned  newspaper,  is 
growing  and  financially  strong.  Over  the  last  four  years 
circulation  has  risen  10  percent  daily  (to  238,000-plus) 
and  more  than  5  percent  on  Sunday  (to  300,000-plus). 
More  than  600,000  people  live  in  our  city  zone.  Housing 
is  inexpensive,  crime  is  low  and  the  schools  are  good. 

Send  cover  letter,  resume,  clips  to;  Deanna  Sands, 
managing  editor,  Omaha  World-Herald,  World-Herald 
Square,  Omaha,  NE  68102. 
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EDITORIAL 

THE  LAS  VEGAS  REVIEW-JOURNAL 
has  an  immediate  opening  for  a  copy 
editor.  Applicants  should  have  at  least 
five  years'  experience,  strong  headline 
writing  and  copy  editing  skills,  a  good 
command  of  the  English  language  and 
the  AP  Stylebaak.  Strong  computer 
skills,  especially  Mocintash  and  pagina- 
tian  experience,  are  a  plus.  Pre¬ 
employment  drug  screening  required. 
Those  interested  should  send  resumes, 
references  and  clips  to  Mary  Greeley, 
news  editor.  Las  Vegas  Review- Journal, 
P.O.  Box  70,  Las  Vegas,  NV  89125- 
0070.  An  Equal  Opportunity  Employer. 


The  National  ENQUIRER 
Department  SC 
Lantana,  FL  33464 
WANTED:  SPORTS  EDITOR 

The  Past-Tribune,  a  Knight-Ridder 
newspaper  in  Indiana  just  outside  Chi¬ 
cago,  has  an  opening  for  a  sports 
editor  in  o  competitive  market.  The 
person  we  are  seeking  will  have  a 
broad  newsroom  background  with  par¬ 
ticular  emphasis  on  supervision  and 
management  experience,  creative 
sports  coverage  ideas,  line-editing, 
paginatian,  design  and  organization. 
We  need  o  proven  communicative  and 
principled  journalist  who's  not  afraid  to 
take  risks,  has  vision  and  a  sense  af 
urgency. 

If  that's  you,  we  urge  you  to 
call  Managing  Editor  Kay  Manning  at 
(800)  753-5533  (ext.  3150)  ar  (219) 
881-3150  after  10  a.m..  Central  Time, 
weekdays.  Women  and  people  of  color 
are  encouraged  to  apply. 


_ EDITORIAL _ 

WRITER/EDITOR 

Publisher  of  World's  most  widely  read 
Astrological  Publication  seeks  highly 
motivated,  talented,  full-time  Writer- 
Editor  for  its  Monthly  Publication,  a  Suc¬ 
cess  Magazine.  Must  be  a  positive 
thinker  and  "Wordsmith"  wha  can  write, 
re-write  and  polish  information-pocked 
copy.  The  genius  we  are  looking  for  will 
be  groomed  for  our  Edilor-in-Chief  posi¬ 
tion.  Pleasant  westside  Los  Angeles 
Office  with  great  people.  Salary  com¬ 
mensurate  with  experience  and 
abilities,  plus  excellent  benefits  and 
potential  profit-sharing.  Send  resume 
and  writing  samples,  particularly  any 
short  articles  or  stories,  to:  International 
Publisher,  Box  A,  Beverly  Hills,  CA 
90213. 

WORK  ALONGSIDE  THE  BEST!!  Expe- 
rienced  investigative  reporter  needed  to 
join  award-winning  news  team  at 
North  Carolina  weekly.  Applicants  must 
have  impeccable  reporting  and 
newswriting  skills,  be  politically  savvy, 
and  write  with  a  distinctive  voice.  Letter, 
resume  and  clips  to  The  Independent, 
P.O.  Box  2690,  Durham,  NC  27715. 

EMPLOYMENT  OPPORTUNITIES 

$35,000/YR.  INCOME  POTENTIAL. 
Reading  books.  Toll  Free  1  (800)  898- 
9778  Ext.  R-51 89  for  details. 


$40,000/YR.  INCOME  POTENTIAL. 
Home  Typists/PC  users.  Toll  Free  1 
(800)  898-9778  Ext.  T-5189  for  list¬ 
ings. 

MARKETING 

IF  YOU  OWN  OR  MANAGE  a  highly 
successful  door  to  door  solicitation 
company  with  a  proven  track  record  to 
increase  net  paid  home  delivery  circula¬ 
tion  in  highly  competitive  markets,  we 
wauld  like  to  hear  from  you.  We  are 
looking  for  a  partnership  to  foster  our 
net  paid  home  delivery  numbers  in 
areas  outside  of  Denver,  Colorado.  If 
your  company  possesses  the  qualities 
we  are  looking  for,  you  could  join  us  in 
increasing  our  market  position  os 
Denver's  Number  One  Newspaper. 

Only  goal  oriented,  highly  professional 
campanies  who  can  produce  quality 
paid  in  advance  orders  need  inquire. 

If  you  are  up  ta  the  challenge,  send  your 
information  and  tell  us  why  you  should 
be  one  of  our  door  to  door  solicitation 
companies  we  utilize. 

Correspondence  should  be  directed  to: 

Darrell  Jones 
State/Suburban 
Circulation  Manager 
Rocky  Mountain  News 
400  West  Calfax  Avenue 
Denver,  CO  80204 
Tel:  (303)  892-5287 


Evil  always  turns  up  in  this  world  through 
some  genius  or  other. 

Denis  Diderot 


_ MARKETING _ 

MARKETING  MANAGER  -  The  Editor  & 
Publisher  Company  seeks  a  hands-an 
marketing  prafessional  for  its  soon  to 
be  launched  online  service  - 
AMPERSAND  and  its  website  -  EDITOR 
&  PUBLISHER  INTERACTIVE.  The  posi¬ 
tion  requires  ad  agency  experience 
with  an  emphasis  on  print  media  plan¬ 
ning.  Candidate  must  be  computer  lit¬ 
erate.  Respansibilities  include  all 
aspects  of  marketing  and  pramation 
including  direct  contact  with  clients  in 
evaluating  beta  test  results.  Please  send 
resume  to  Dennis  O'Neill,  vp  opera¬ 
tions,  Editor  &  Publisher,  1 1  West  1 9th 
Street,  New  York,  NY  10011.  No 
phone  calls,  please. 

PHOTOGRAPHY 

PHOTOGRAPHER:  West  Central  Flor¬ 
ida  daily  seeks  staff  phatographer  wha 
excels  in  a  community  newspaper 
environment.  Motivated  candidate  must 
excel  in  spot  news,  sports  and  feature 
phatography.  Experience  in  electronic 
darkroom  is  a  plus.  Send  cover  letter, 
resume  and  portfolio  to  Matt  Beck,  chief 
photographer.  Citrus  County  Chronicle, 
1624  N.  Meadowcrest  Blvd.,  Crystal 
River,  FL  34429.  Experience  preferred. 

PHOTO/GRAPHICS 

PHOTOGRAPHER/PAGE  DESIGNER 

A  28,000-circulation  daily  in  central 
Pennsylvania  seeks  a  photagrapher 
with  flair  for  page  design  and  camputer 
graphics.  The  person  filling  this  entry 
level  position  will  shoot  photos  and 
assist  with  news  page  layouts.  A  great 
job  for  someone  with  a  creative  eye. 
Please  send  resume  and  photo  portfolio 
or  tear  sheets  to:  Dave  R.  Hilliard,  news 
editor.  The  Daily  Item,  200  Market  St., 
Sunbury,  PA  17801 .  No  telephone  calls, 
please. 

PRESSRCXDM 

PRESSPERSON:  The  Wichita  Eagle 
needs  a  full-time  pressperson.  Jour¬ 
neyman  letterpress  qualificatians  are 
required.  Experience  in  the  main¬ 
tenance  and  operatian  of  Flexo  equip¬ 
ment  is  preferred.  Competitive  pay  and 
benefits  package. 

Apply  ta  The  Wichita  Eagle,  Human 
Resources  Department,  P.O.  Box  820, 
Wichita,  KS  67202-0820, 

Tel:  (316)268-6464 


_ PRESSRCX)M _ 

PRESSROOM  MANAGER 

Growing  Zone  5  newspaper  and  com¬ 
mercial  printer  needs  top-flight  experi¬ 
enced  manager  for  two  lines  (26  units) 
of  Urbanite  with  a  staff  of  36 
supervisors  and  pressmen  covering 
three  shifts.  We  are  planning  further 
expansion  of  our  present  lines  to  accom¬ 
modate  additional  commercial  printing. 
The  qualified  candidate  will  be  able  to 
think,  lead,  train,  motivate,  schedule, 
and  counsel  his  team  members.  A 
knowledge  of  quality  reproduction 
assurance,  waste  control,  preventive 
maintenance  procedures,  and  customer 
service  is  essential.  Pay  will  be  com¬ 
mensurate  with  experience  and  a  full 
package  of  benefits  including  reloca¬ 
tion.  THIS  AIN'T  NO  DAY  AT  THE 
BEACH.  But  if  you  think  you  hove  what 
it  takes  to  rise  to  the  challenge,  it  is  an 
excellent  opportunity  with  a  company 
that  is  positioning  itself  for  growth  into 
the  next  century.  Send  resume  with 
salary  requirements  to  Box  07573, 
Editor  &  Publisher. 

PRODUaiON/TECH 

ASSISTANT  MANAGER 

INSERT  OPERATIONS 

Large  Zone  9  printing  facility  seeking 
an  experienced  leader  to  help  manage 
our  insert  operation.  Candidates  should 
have  proven  experience  directing  a 
large,  diverse  workforce  in  an  inserting 
operation;  excellent  verbal  and  written 
communication  skills;  and  experience 
with  AM  Graphics  and  GMA  SLS  insert¬ 
ing  machines,  Quipp  counter  stackers 
and  Dynaric  and  Signod  strappers. 
Please  send  resume  with  cover  letter  to 
Box  07566,  Editor  &  Publisher. 

PRODUaiON  MANAGER 
Leading  national  consumer  magazine 
with  250M  ABC  circulation  seeks  cons¬ 
cientious,  deadline-driven  professional 
with  proven  track  record  in  print  prod¬ 
uction,  publications  and  print  buying  to 
fill  fast-paced  position.  Supervise 
scheduling  and  tracking  of  projects  and 
production  and  printing  of  publication. 
4  years  production  and  publication 
experience  plus  knowledge  of  Mac 
desktop  using  QuarkXPress.  Excellent 
salary  and  benefits.  Send  resume  and 
salary  history  to: 

The  American  Spectator 
Attn:  W.  Arrington 
P.O.  Box  549 

Arlington,  VA  22216-0549 
Fax:  (703)  243-6814 


E<S?P  Classified 


With  an  ad  in  Editor  &  Publisher,  we  reach  the 
working  journalists  you  want,  every  week  ...83,000 
strong.  Fax  your  ad  to  (212)  929-1259,  or  mail  it 
to: 

Editor  &  Publisher 
Classified  Department 
11  W.  19th  Street 
New  York,  NY  10011 


HELP  WANTED 


THE  SEATTLE  TIMES  news  desk  is  seek¬ 
ing  a  copy  editor  with  strong  word¬ 
editing,  headline-writing  and  layout 
skills.  Applicants  must  have  at  least  5 
years  editing  experience  on  a  metro 
daily.  Send  resume  and  samples  of 
your  work  to  Millie  Quan,  AME,  Seattle 
Times,  P.O.  Box  70,  Seattle,  WA 
981 1 1 .  No  calls,  please. 

THE  WATERTOWN  DAILY  TIMES  has 
an  opening  for  a  bureau  editor  in  St. 
Lawrence  County.  The  bureau  editor 
oversees  four  bureaus  with  seven 
reporters.  Candidates  must  have  a  col¬ 
lege  degree,  at  least  five  years  experi¬ 
ence  in  journalism  and  at  least  two 
years  of  management  experience.  Send 
resumes  to  Bob  Gorman,  assistant 
managing  editor-news,  Watertown 
Daily  Times,  260  Washington  Street, 
Watertown,  NY  1 3601 . 

The  National  ENQUIRER 
$35,000  -  $90,000 

America's  biggest-selling  paper  has 
rare  openings  for  energetic  celebrity 
articles  editor  and  Story  ideas 
people  with  artistic  vision. 

Successful  applicants  would  be  based 
at  The  ENQUIRER'S  Florida  Head¬ 
quarters.  Salary  based  on  results/ 
experience. 

Please  write: 


54 


Editor6?Publisher  •  October  21, 1995 


CLASSIFIED  ADVERTISING  RATES 

Foreign/Posttlons  Wanted  advertisers  must  pre-pay. 
Effective  January  1, 1995 


POSITIONS  WANTED 


LINE  ADS 

1  week-S8.20  per  line 

2  weeks-S7.25  per  line,  per  issue. 

3  weeks-S6.35  per  line,  per  issue. 

4  weeks-$5.45  per  line,  per  issue. 


POSITIONS  WANTED 

1  week-S4.10  per  line 

2  weeks-$3.40  per  line,  per  issue. 

3  weeks-$2.86  per  line,  per  issue. 

4  weeks-  $2.65  per  line,  per  issue. 


Add  $8.50  per  insertion  for  box  sen/ice.  Add  $4.50  per  hserlion  for  box  service. 
Count  os  an  additional  line  in  copy.  Count  as  an  additional  line  in  copy. 

Count  approximately  34  character$  and/or  $pace$  per  line. 

3  lines  minimum.  NO  ABBREVIATIONS. 

Deadline:  Every  Tuesday,  12  noon  (ET)  for  Saturday's  issue. 

DISPLAY  CLASSIFIED 

The  use  of  borders,  boldface,  illustrations,  logos,  etc.,  on  classified  ads  charged 
the  following  rates  per  column  inch,  per  insertion:  1  time,  $100;  2  to  5  times,  $95 
6  to  13  times,  $90;  14  to  26  times  $85;  27  to  52  times  $80.  8  point  minimum  on 
display  text  set  up  by  E8tP. 

DEADLINE:  8  days  prior  to  publication  dote. 
Contract  rates  available  upon  request. 

Box  number  responses  are  mailed  each  day  os  they  are  received. 


Company. 


Classification, 


Authorized  Signature. 


ACADEAAIC 


JOURNALISM  PROFESSOR,  strong 
teaching  track  record,  wants  term  or 
tenure-track  appointment  for  spring  or 
fall  of  1996.  Strong  writing,  computer- 
assisted  journalism  skills.  Well  and 
recently  published  in  major  pub¬ 
lications.  Foreign  correspondent  in 
Asia,  Europe,  Africa,  Latin  America. 
M.A.J.,  fluent  Spanish.  Bill  Wright,  714 
3rd  Ave.  South,  Columbus,  MS  39701 . 
Tel:  (601)  329-0097,  fax  (601)  329- 
7458. 


ADMINISTRATIVE 


SUCCESSFUL  EXECUTIVE  available. 
Publisher/ Advertising  executive  with 
over  29  years  of  success  is  available  for 
the  right  opportunity  and  location. 
Experience  in  metros,  suburbans, 
weeklies  and  radio.  A  true  generalist 
who  has  had  an  impeccable  track 
record  os  a  publisher,  od  director  and 
administration  VP.  Tenacious  and 
hard/smart  working.  Currently 
employed.  Will  relocate  for  a  quality 
opportunity  and  location.  Reply  to  Box 
07559,  Editor  &  Publisher. 


CIRCULATION 


CIRCULATION  PROFESSIONAL  -  seeks 
Director  position  in  Zone  2.  Fully  expe¬ 
rienced  in  carrier  or  mail.  Possess  soles, 
mailroom,  transportation  and  promo¬ 
tion  knowledge.  Given  the  staff  and  the 
funding  I  can  make  it  grow.  Need 
medium  to  brger-size  publications.  Box 
07567,  Editor  &  Publisher. 


EDITORIAL 


AWARD-WINNING  SPORTS  WRITER 
seeks  new  environment  with  mid-to- 
metro  paper  in  midwest  or  west.  Major 
college  and  golf  coverage  ore 
strengtns.  Box  07562,  Editor  &  Pub¬ 
lisher. 


FREELANCE  WRITER  Seeking  Work  in 
Zone  9,  Seottle-Tacoma  region.  Experi¬ 
ence  with  community  newspapers;  hun¬ 
dreds  of  articles  published.  Very  strong 
on  features  and  interviews.  M.  Swartz, 
P.O.  Box  8734,  Tacoma,  WA  98418- 
0734. 


NEW  CHALLENGE  sought  by  versatile, 
creative  editor  at  small  New  York  daily. 

5  years  each  as  editor  and  reporter. 
Writes  with  wit,  strong  in  features.  Com¬ 
munity  news  No.  1  priority.  Seeking 
editor  position  at  small  or  medium 
paper  or  writer  at  larger.  Northeost 
preferred.  Reply  to  Box  07561,  Editor 

6  Publisher  or  E-mail 
ChrisB6683@aol.com. 


RESEARCH  ASSISTANT/REPORTER: 
Gifted  researcher,  strong  writing, 
several  years  experience.  Clips/ 
recommendations  available.  Call 
Donna  (310)  823-1056. 


SOLID  PERFORMER  at  all  positions 
seeks  spot  on  management  team  of 
small-to-medium-sized  daily  in  Zone  2, 
3,  or  4.  Award-winning  reporter, 
editorial  writer,  managed  reporters, 
newsroom  budgets  for  5  1/2  years. 
Call  Mark  at  (606)  277-7757. 


STRONG  WRITER-EDITOR  wants  edit¬ 
ing,  editorial  writer,  columnist,  report¬ 
ing,  writing  coach  or  challenging  slot  in 
daily,  weekly  or  other  publication,  or 
broodcast  or  public  rebtions.  Well  and 
recently  published  in  major  pub¬ 
lications.  Foreign  correspondent  in 
Asia,  Europe,  Africa,  Latin  America. 
Fluent  in  Spanish.  Bill  Wright,  714  3rd 
Ave.  South,  Columbus,  MS  39701.  Tel: 
(601 )  329-0097,  fax  (601 )  329-7458. 


WANT  TO  PUMP  new  life  into  your 
business  section?  Hire  an  experienced 
building  industry  professional  who  can 
write!  Would  like  to  cover  Residential- 
Commercial  construction  and  Real 
Estate.  Newhouse  School  graduate. 
Reply  to  Box  07552,  Editor  &  Publisher. 


SEND  E&PBOXREPUESTO: 

Editor  &  Publisher 

Classified  Ad  Dept. 

11  West  19th  St. 
New  York,  NY  1001 1 


Credit  Card  #  - 


No.  of  Insertions: _ Amount  Enclosed:  $  — 

EditorS’Publisher 


1 1  West  19th  Street,  NY,  NY  10011.  (212)  675-4380,  FAX  (212)  929-1259, 


\  E&P  EMPLOYMENT  ZONE  CHART 

\  Use  zorre  number  to  indicate  location  without  specific  identification 
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HELP  WANTED 


EDITORIAL 


THE  LAS  VEGAS  REVIEW-JOURNAL 
has  an  immediate  opening  for  a  copy 
editor.  Applicants  should  hove  at  least 
five  years'  experience,  strang  headline 
writing  and  copy  editing  skills,  a  good 
command  of  the  English  language  and 
the  AP  Stylebook.  Strang  computer 
skills,  especially  Macintosh  and  pagina¬ 
tion  experience,  are  a  plus.  Pre¬ 
employment  drug  screening  required. 
Those  interested  should  send  resumes, 
references  and  clips  ta  Mary  Greeley, 
news  editor.  Las  Vegas  Review- Journal, 
P.O.  Box  70,  Las  Vegas,  NV  89125- 
0070.  An  Equal  Opportunity  Employer. 


THE  SEATTLE  TIMES  news  desk  is  seek¬ 
ing  a  copy  editor  with  strong  word¬ 
editing,  headline-writing  and  layout 
skills.  Applicants  must  have  at  least  5 
years  editing  experience  on  a  metro 
daily.  Send  resume  and  samples  of 
your  work  to  Millie  Quan,  AME,  Seattle 
Times,  P.O.  Box  70,  Seattle,  WA 
981 1 1 .  No  calls,  please. 


THE  WATERTOWN  DAILY  TIMES  has 
an  opening  for  a  bureau  editor  in  St. 
Lawrence  County.  The  bureau  editor 
oversees  four  bureaus  with  seven 
reporters.  Candidates  must  have  a  col¬ 
lege  degree,  at  least  five  years  experi¬ 
ence  in  journalism  and  at  least  two 
years  of  management  experience.  Send 
resumes  to  Bob  Gorman,  assistant 
managing  editor-news,  Watertown 
Daily  Times,  260  Washington  Street, 
Watertown,  NY  1 3601 . 


The  National  ENQUIRER 
$35,000  -  $90,000 

America's  biggest-selling  paper  has 
rare  openings  for  energetic  celebrity 
articles  editor  and  Story  ideas 
people  with  artistic  vision. 

Successful  applicants  would  be  based 
at  The  ENQUIRER'S  Florida  Head¬ 
quarters.  Salary  based  on  results/ 
experience. 


The  National  ENQUIRER 
Department  SC 
Lantana,  FL  33464 


WANTED:  SPORTS  EDITOR 

The  Post-Tribune,  a  Knight-Ridder 
newspaper  in  Indiana  just  outside  Chi¬ 
cago,  has  an  opening  for  a  sports 
editor  in  a  competitive  market.  The 
person  we  are  seeking  will  have  a 
broad  newsroom  background  with  par¬ 
ticular  emphasis  on  supervision  and 
management  experience,  creative 
sports  coverage  ideas,  line-editing, 
pagination,  design  and  organization. 
We  need  a  proven  communicative  and 
principled  journalist  who's  not  afraid  to 
toke  risks,  has  vision  and  a  sense  of 


If  that's  you,  we  urge  you  to 
call  Managing  Editor  Kay  Manning  at 
(800)  753-5533  (ext.  3150)  or  (219) 
881-3150  after  10  a.m..  Central  Time, 
weekdays.  Women  and  people  of  color 
are  encouraged  to  apply. 


EDITORIAL 


WRITER/EDITOR 

Publisher  of  World's  most  widely  read 
Astrological  Publication  seeks  highly 
motivated,  talented,  full-time  Writer- 
Editor  for  its  Monthly  Publication,  a  Suc¬ 
cess  Magazine.  Must  be  a  positive 
thinker  and  "Wardsmith"  who  can  write, 
re-write  and  polish  information-packed 
capy.  The  genius  we  are  looking  for  will 
be  groomed  for  our  Editor-in-Chief  posi¬ 
tion.  Pleasant  westside  Los  Angeles 
Office  with  great  people.  Salary  com¬ 
mensurate  with  experience  and 
abilities,  plus  excellent  benefits  and 
potential  profit-sharing.  Send  resume 
and  writing  samples,  particularly  any 
short  articles  or  stories,  to:  International 
Publisher,  Box  A,  Beverly  Hills,  CA 
90213. 


WORK  ALONGSIDE  THE  BEST!!  Expe¬ 
rienced  investigative  reporter  needed  to 
join  award-winning  news  team  at 
North  Carolina  weekly.  Applicants  must 
have  impeccable  reparting  and 
newswriting  skills,  be  politically  savvy, 
and  write  with  a  distinctive  voice.  Letter, 
resume  and  clips  ta  The  Independent, 
P.O.  Box  2690,  Durham,  NC  27715. 


EMPLOYMENT  OPPORTUNITIES 


$35,000/YR.  INCOME  POTENTIAL. 
Reading  bcxiks.  Toll  Free  1  (800)  898- 
9778  Ext.  R-51 89  for  details. 


$40,000/YR.  INCOME  POTENTIAL. 
Home  Typists/PC  users.  Toll  Free  1 
(800)  898-9778  Ext.  T-5189  for  list- 
irgs. 


MARKETING 


IF  YOU  OWN  OR  MANAGE  a  highly 
successful  door  to  door  solicitation 
company  with  a  proven  track  recard  to 
increase  net  paid  home  delivery  circula¬ 
tion  in  highly  competitive  markets,  we 
would  like  to  hear  from  you.  We  are 
looking  for  a  partnership  to  foster  our 
net  paid  home  delivery  numbers  in 
areas  autside  af  Denver,  Colorado.  If 
your  company  possesses  the  qualities 
we  are  looking  for,  you  could  join  us  in 
increasing  our  market  position  as 
Denver's  Number  One  Newspaper. 

Only  goal  ariented,  highly  professional 
companies  who  can  produce  quality 
paid  in  advance  arders  need  inquire. 

If  you  are  up  ta  the  challenge,  send  your 
information  and  tell  us  why  you  should 
be  one  of  our  door  to  door  solicitation 
companies  we  utilize. 

Correspondence  should  be  directed  to: 

Darrell  Jones 
State/Suburban 
Circulation  Manager 
Rocky  Mountain  News 
400  West  Colfax  Avenue 
Denver,  CO  80204 
Tel:  (303)  892-5287 

Evil  always  turns  up  in  this  warld  through 
some  genius  or  other. 


MARKETING 


MARKETING  MANAGER  -  The  Editor  & 
Publisher  Company  seeks  a  hands-on 
marketing  professional  for  its  soon  to 
be  launched  online  service  - 
AMPERSAND  and  its  website  -  EDITOR 
&  PUBLISHER  INTERACTIVE.  The  posi¬ 
tion  requires  ad  agency  experience 
with  an  emphasis  on  print  media  plan¬ 
ning.  Candidate  must  be  computer  lit¬ 
erate.  Responsibilities  include  all 
aspects  of  marketing  and  promotion 
including  direct  contact  with  clients  in 
evaluating  beta  test  results.  Please  send 
resume  to  Dennis  O'Neill,  vp  opera¬ 
tions,  Editor  &  Publisher,  1 1  West  1 9th 
Street,  New  York,  NY  10011.  No 
phone  calls,  please. 


PHOTOGRAPHY 


PHOTOGRAPHER:  West  Central  Flor¬ 
ida  daily  seeks  staff  photographer  who 
excels  in  a  community  newspaper 
environment.  Motivated  candidate  must 
excel  in  spot  news,  sports  and  feature 
photography.  Experience  in  electronic 
darkroom  is  a  plus.  Send  cover  letter, 
resume  and  portfolio  to  Matt  Beck,  chief 
photographer.  Citrus  Caunty  Chronicle, 
1624  N.  Meadowcrest  Blvd.,  Crystal 
River,  FL  34429.  Experience  preferred. 


PHOTOGRAPHER/PAGE  DESIGNER 

A  28,000-circulation  daily  in  central 
Pennsylvania  seeks  a  photographer 
with  flair  for  page  design  and  computer 
graphics.  The  person  filling  this  entry 
level  position  will  shoot  photos  and 
assist  with  news  page  layouts.  A  great 
job  for  someone  with  a  creative  eye. 
Please  send  resume  and  photo  portfolio 
or  tear  sheets  ta:  Dave  R.  Hilliard,  news 
editar.  The  Daily  Item,  200  Market  St., 
Sunbury,  PA  17801 .  No  telephone  calls, 
please. 


PRESSROOM 


PRESSPERSON:  The  Wichita  Eagle 
needs  a  full-time  pressperson.  Jour¬ 
neyman  letterpress  qualifications  are 
required.  Experience  in  the  main¬ 
tenance  and  operation  of  Flexo  equip¬ 
ment  is  preferred.  Competitive  pay  and 
benefits  package. 

Apply  to  The  Wichita  Eagle,  Human 
Resources  Department,  P.O.  Box  820, 
Wichita,  KS  67202-0820, 

Tel:  (316)268-6464 


PRESSROOM 


PRESSROOM  MANAGER 

Growing  Zone  5  newspaper  and  com¬ 
mercial  printer  needs  top-flight  experi¬ 
enced  manager  for  two  lines  (26  units) 
of  Urbanite  with  a  staff  of  36 
supervisors  and  pressmen  covering 
three  shifts.  We  are  planning  further 
expansion  of  our  present  lines  to  accom¬ 
modate  odditianal  cammercial  printing. 
The  qualified  candidate  will  be  able  to 
think,  lead,  train,  mativate,  schedule, 
and  counsel  his  team  members.  A 
knowledge  of  quality  reproduction 
assurance,  waste  central,  preventive 
maintenance  procedures,  and  customer 
service  is  essential.  Pay  will  be  com¬ 
mensurate  with  experience  and  a  full 
package  of  benefits  including  reloca¬ 
tion.  THIS  AIN'T  NO  DAY  AT  THE 
BEACH.  But  if  you  think  you  have  what 
it  takes  to  rise  to  the  challenge,  it  is  an 
excellent  opportunity  with  a  company 
that  is  positioning  itself  for  growth  into 
the  next  century.  Send  resume  with 
salary  reauirements  to  Box  07573, 


PRODUaiON/TECH 


ASSISTANT  MANAGER 
INSERT  OPERATIONS 

Large  Zone  9  printing  facility  seeking 
an  experienced  leader  to  help  manage 
our  insert  operation.  Candidates  should 
have  proven  experience  directing  a 
large,  diverse  workforce  in  an  inserting 
operation;  excellent  verbal  and  written 
communication  skills;  and  experience 
with  AM  Graphics  and  GMA  SLS  insert¬ 
ing  machines,  Quipp  counter  stackers 
and  Dynaric  and  Signod  strappers. 
Please  send  resume  with  caver  letter  ta 
Box  07566,  Editor  &  Publisher. 


PRODUaiON  MANAGER 
Leading  national  consumer  magazine 
with  250M  ABC  circulation  seeks  cons¬ 
cientious,  deadline-driven  professianal 
with  proven  track  record  in  print  prod¬ 
uction,  publications  and  print  buying  to 
fill  fast-paced  position.  Supervise 
scheduling  and  tracking  of  projects  and 
production  and  printing  of  publication. 
4  years  production  and  publicotion 
experience  plus  knowledge  of  Mac 
desktop  using  QuarkXPress.  Excellent 
salary  and  benefits.  Send  resume  and 
salary  history  to: 

The  American  Spectator 
Attn:  W.  Arrington 
P.O.  Box  549 

Arlington,  VA  22216-0549 
Fax:  (703)  243-6814 


E&F  Classified 


With  an  ad  in  Editor  &  Publisher,  we  reach  the 
working  journalists  you  want,  every  week  ...83,000 
strong.  Fax  your  ad  to  (212)  929-1259,  or  mail  it 


Editor  &  Publisher 
Classified  Department 
11  W.  19th  Street 
New  York,  NY  10011 
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CLASSIFIED  ADVERTISING  RATES 


POSITIONS  WANTED 


Foreign/Positions  Wanted  advertisers  must  pre-pay. 
Effective  January  1, 1995 


LINE  ADS 

1  week-$8.20  per  line 

2  weeks-S7.26  per  line,  per  issue. 

3  weeks-$6.35  per  line,  per  Issue. 

4  weeks-S5.45  per  line,  per  issue. 

Add  $8.50  per  insertion  for  box  sendee. 
Count  os  on  additional  line  in  copy. 


POSITIONS  WANTED 

1  week-$4.10  per  line 

2  weeks-S3.40  per  line,  per  issue. 

3  weeks-$2.86  per  line,  per  issue. 

4  weeks-  $2.65  per  line,  per  issue. 

Add  $4.50  per  hsertioo  for  box  sen/ice. 
Count  as  an  additional  line  in  copy. 


Count  approximately  34  characters  and/or  spaces  per  line. 

3  lines  minimum.  NO  ABBREVIATIONS. 

Deadline;  Every  Tuesday,  12  noon  (ET)  for  Saturday's  issue. 

DISPLAY  CLASSIFIED 

The  use  of  borders,  boldface,  illustrations,  logos,  etc.,  on  classified  ads  charged 
the  followihg  rates  per  column  inch,  per  insertion;  1  time,  $100;  2  to  5  times,  $95 
6  to  13  times,  $90:  14  to  26  times  $85:  27  to  52  times  $80.  8  point  minimum  on 
display  text  set  up  by  E8(P. 

DEADLINE;  8  days  prior  to  publication  date. 
Contract  rates  available  upon  request. 

Box  number  responses  are  mailed  each  day  as  they  are  received. 


Name. 


Company_ 

Address _ 

City _ 


State_ 
Zip — 


Phone. 


Classification. 


Authorized  Signature. 
Copy - 


Credit  Card  # . 


No.  of  Insertions; _ Amount  Enclosed;  $ 


Exp. 


EditaS’Publisher 


11  West  19th  street,  NY,  NY  10011.  (212)675-4380,  FAX  (212)  929-1259. 


ACADEMIC 

EDITORIAL 

JOURNALISM  PROFESSOR,  strong 
teaching  track  recard,  wants  term  or 
enure-trock  appointment  for  spring  or 
fall  of  1996.  Strong  writing,  computer- 
assisted  journalism  skills.  Well  and 
recently  published  in  major  pub¬ 
lications.  Foreign  correspondent  in 
Asia,  Europe,  Africa,  Latin  America. 
M.A.J.,  fluent  Spanish.  Bill  Wright,  714 
3rd  Ave.  South,  Columbus,  MS  39701. 
Tel;  (601)  329-0097,  fax  (601)  329- 
7458. 

NEW  CHALLENGE  sought  by  versatile, 
creative  editor  at  small  New  York  doily. 

5  years  each  as  editor  and  reporter. 
Writes  with  wit,  strong  in  features.  Com¬ 
munity  news  No.  1  priority.  Seeking 
editor  position  at  small  or  medium 
paper  or  writer  at  larger.  Northeast 
preferred.  Reply  to  Box  07561,  Editor 

6  Publisher  or  E-mail 

ChrisB6683@aol.com. 

RESEARCH  ASSISTANT/REPORTER; 
Gifted  researcher,  strong  writing, 
several  years  experience.  Clips/ 

ADMINISTRATIVE 

SUCCESSFUL  EXECUTIVE  available. 
Publisher/ Advertising  executive  with 

recommendations  available.  (lall 
Donna  (310)  823-1056. 

over  29  years  of  success  is  available  for 
the  right  opportunity  and  location. 
Experience  in  metros,  suburbans, 
weeklies  and  radio.  A  true  generalist 
who  has  had  an  impeccable  track 
record  as  a  publisher,  ad  director  and 
administration  VP.  Tenacious  and 
hard/smarf  working.  Currently 
employed.  Will  relocate  for  a  quality 

SOLID  PERFORMER  at  all  positions 
seeks  spot  on  management  team  of 
small-to-medium-sized  daily  in  Zone  2, 
3,  or  4.  Award-winning  reporter, 
editorial  writer,  managed  reporters, 
newsroom  budgets  for  5  1/2  years. 
Call  Mark  at  (606)  277-7757. 

STRONG  WRITER-EDITOR  wants  edit- 

07559,  Eciitor  &  Publisher. 

ing,  editorial  writer,  columnist,  report¬ 
ing,  writing  coach  or  challenging  slot  in 
daily,  weekly  or  other  publication,  or 
broadcast  or  public  relations.  Well  and 
recently  published  in  major  pub¬ 
lications.  Foreign  correspondent  in 
Asia,  Europe,  AJrica,  Latin  America. 
Fluent  in  Spanish.  Bill  Wright,  714  3rd 
Ave.  South,  Columbus,  MS  39701 .  Tel; 
(601 )  329-0097,  fax  (601 )  329-7458. 

WANT  TO  PUMP  new  life  into  your 
business  section?  Hire  an  experienced 
building  industry  professional  who  can 
write!  'Would  like  to  cover  Residential- 
Commercial  construction  and  Real 
Estate.  Newhouse  School  gradcote. 
Reply  to  Box  07552,  Editor  &  Publisner. 

CIRCULATION 

CIRCULATION  PROFESSIONAL  -  seeks 
Director  position  in  Zone  2.  Fully  expe¬ 
rienced  in  carrier  or  mail.  Possess  soles, 
mailroom,  transportation  and  promo¬ 
tion  knowledge.  Given  the  staff  and  the 
funding  1  can  make  it  grow.  Need 
medium  to  larger-size  publications.  Box 
07567,  Editor  &  Publisher. 

EDITORIAL 

AWARD-WINNING  SPORTS  WRITER 
seeks  new  environment  with  mid-to- 
metro  paper  in  midwest  or  west.  Major 
college  and  golf  coverage  are 
strengths.  Box  07562,  Editor  &  Pub¬ 
lisher. 

SEND  E&PBOXREPUESTO: 

Editor  &  Publisher 
Classified  Ad  Dept. 

1 1  West  r9th  St. 

New  York,  NY  10011 

FREELANCE  WRITER  Seeking  Work  in 
Zone  9,  Seottle-Tocoma  region.  Experi¬ 
ence  with  community  newspapers;  hun¬ 
dreds  of  articles  published.  Very  strong 
on  features  and  interviews.  M.  Swartz, 
P.O.  Box  8734,  Tacoma,  WA  98418- 
0734. 

\  E&P  EMPLOYMENT  ZONE  CHART 

\  Use  zone  number  to  indicate  location  without  specific  Identification 
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Shop  Talk  at  Thirty  by  Creed  Black 

REMEMBERING  WHERE  YOU  CAME  FROM 


IT  WAS  46  years  ago  last  spring  that  I 
concluded  my  own  journalism  educa¬ 
tion,  just  a  few  miles  up  the  lakeshore 
at  Northwestern,  and  went  to  work  in 
Chicago. 

I  approach  the  subject  from  the  per¬ 
spective  of  almost  half  a  century,  dur¬ 
ing  which  time  I  have  been  associated 
with  a  dozen  newspapers  in  half  a 
dozen  states. 

I  made  up  my  mind  while  still  in 
high  school  that  I  wanted  to  be  a  news¬ 
paperman,  and  worked  on  my  home¬ 
town  paper  during  my  senior  year  in 
high  school.  I  also  made  up  my  mind 
that  I  wanted  to  go  to  the  Medill 
School  of  Journalism  at  Northwestern. 
Since  that  was  in  1943,  however,  the 
government  had  other  plans  for  me, 
following  my  graduation  from  high 
school.  Even  in  the  Army,  though,  I 
managed  to  do  some  newspapering 
once  the  fighting  in  Europe  ended. 
During  the  occupation  period,  I  first 
founded,  published,  edited,  printed 
and  delivered  a  newspaper  for  our  in¬ 
fantry  battalion.  Then  just  before  com¬ 
ing  home,  I  wangled  a  spot  for  six 
months  on  the  European  edition  of 
Stars  &  Stripes. 

There,  it  was  my  good  fortune  to 
work  with  some  veteran  newspaper¬ 
men,  who,  in  civilian  life,  had  held  re¬ 
sponsible  jobs  on  some  of  the  country’s 
leading  newspapers. 

I  was  grateful  for  their  instruction, 
and  I  sought  their  advice  about  the 
kind  of  education  I  should  get  once  I 
returned  home.  To  a  man,  as  best  I  re¬ 
call,  they  counseled  me  to  forget  about 
journalism  school  and  get  a  broad  lib¬ 
eral  arts  education.  I’d  already  had 
considerable  practical  experience,  they 
reasoned,  and  any  further  technical  ed¬ 
ucation  was  something  they  assured 

Black,  a  former  editor  and  publisher,  is 
president  and  CEO  of  the  Knight  Found' 
ation.  This  is  excerpted  from  a  recent 
speech  he  made  at  an  Accrediting  Council 
on  Education  in  Journalism  and  Mass 
Communications  meeting  in  Chicago. 


me  I  could  pick  up  in  a  good  newsroom 
back  home. 

Acting  on  that  advice,  I  visited 
Northwestern  after  my  discharge  and 
applied  for  admission  to  the  college  of 
liberal  arts.  I  did  find  time  to  stop  by 
the  journalism  school,  however,  to  vis¬ 
it  the  dean,  a  wise  and  wonderful  man 
named  Ken  Olson. 

I  thought  the  least  I  could  do  was 
pay  my  respects  and  let  him  know  that 
the  Northwestern  campus  was  likely  to 
be  graced  by  such  an  experienced  jour¬ 
nalist.  I  think  I  suggested  that  I  might 
even  try  to  work  a  journalism  course  or 
two  into  my  studies,  on  the  off  chance 
that  perhaps  there  was  something  they 
might  teach  me. 


Looking  back  on  that  interview,  I 
can  only  imagine  how  insufferable  I 
must  have  been.  To  his  credit,  howev¬ 
er,  Ken  Olson  suffered  me.  He  listened 
but  didn’t  say  much.  When  my  letter  of 
admission  to  Northwestern  came  sev¬ 
eral  weeks  later,  however,  I  found  that 
I  had  been  admitted  not  to  liberal  arts 
but  to  journalism. 

As  the  years  have  passed,  I  have 
been  increasingly  grateful  to  Dean  Ol¬ 
son  for  his  quiet  role  in  that  decision. 
It  turned  out  that  there  was  plenty  I 
didn’t  know,  and  Medill’s  faculty  strug¬ 
gled  valiantly  to  fill  the  gaps.  The 
blame  for  those  gaps,  which  remain 
even  today,  rests  with  me,  not  with 
them. 

At  the  same  time,  I  have  grown  in¬ 
creasingly  impatient  over  the  years 


with  my  fellow  editors  and  publishers 
who  continue  —  as  my  well-meaning 
but  misguided  Stars  &  Stripes  col¬ 
leagues  did  —  to  deny  the  potential 
benefits  of  a  good  journalism  educa¬ 
tion. 

Please  note  that  I  said  potential  ben¬ 
efits  and  that  I  also  said  a  good  jour¬ 
nalism  education. 

Certainly,  there  is  no  guarantee  that 
even  the  best  journalism  school  can 
make  a  first-rate  newspaperman  or 
woman  out  of  a  student  who  doesn’t 
have  the  basic  equipment  to  begin 
with.  Nor  can  it  be  said  that  every¬ 
thing  which  is  passed  off  as  journalism 
education  is  good  education. 

The  first  time  I  served  on  an  accred¬ 


iting  committee,  I  was  so  appalled  by 
the  misinformation  the  students  were 
being  fed  by  an  incompetent  and  inex¬ 
perienced  faculty,  that  I  led  a  success¬ 
ful  move  to  disaccredit  the  newspaper 
sequence. 

But  that  is  no  reason  for  newspaper 
people  to  damn  all  journalism  educa¬ 
tion.  It  is  a  reason,  rather,  to  work  to¬ 
ward  strengthening  the  schools  of  jour¬ 
nalism  so  they  will  effectively  attract 
and  educate  the  breed  of  bright,  young 
men  and  women  the  world  of  journal¬ 
ism  needs. 

Why  do  I  feel  this  way?  What’s  the 
advantage  of  a  journalism  education? 
Let  me  cite  several  considerations, 
which,  in  my  judgment,  give  the  jour- 

(See  Shop  Talk  on  page  45) 
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To  say  that  they  can  get  the  same  thing  in  a 
newsroom  is  to  ignore  the  reality  that  editors,  on 
even  the  largest  papers,  are  usually  too  busy  ...  to 
give  young  reporters  the  kind  of  personal  attention 
and  critiques  that  they  get  —  or  should  be  getting 
in  journalism  school. 
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Brand  Distinction  Top  of  Mind 

When  the  press  starts  to  misuse  a  trade- 
rrxark,  the  gerieral  public  cxn  be  quck  to 
pick  up  on  the  miscue. 

That's  why  Edita  &  Publisha  produces  an 
annual  section  to  emphasize  trademark  distinc¬ 
tions  fa  newspapa  writers  and  editors.  Articles 
written  by  trademark  lawyers  and  otha  trode- 
nrxark  specialists  help  clarify  trademark  issues. 
Arxj  odvertisirig  within  the  section  helps  define 
and  distinguish  specific  trademarks. 

Reach  Writers  and  Editors 

With  a  readership  of  rTK)re  than  83  XXX),  Edita  & 
Publisha  blankets  the  industr/  ...  reaching  an 
essential  taget  audience  fa  trademark  mes¬ 
sages:  readers  who  are  in  a  unique  position  ^ 
to  "use,  bruise  and  abuse"  intellectual 
property  rights. 

Call  Today 

Make  your  space  reservations  fa  this  * 
high  htaest  section  today.  Remirxt  our  ^ 
readers  of  the  importance  of  the  propa 
use  of  your  trademark.  Your  ad  in  the  #1 
publication  of  the  newspapa  industry  will 
also  serve  as  evidence  of  your  efforts  to 
protect  your  trademark. 

Coll  E&P  Advertising  Directa  Steve  Townsley 
today  at  ( 21 2)  6754380.  Or  contact  your  local 
E8(P  advertising  representative. 

SlwcE  Resbwaiion  Deadune: 
WH)NBDAy.  NovBffiB?  22. 1995 
Copy  Deadune: 

Monday.  Novh^ber  27. 1995 

Ad  Rates 

pyi  Page . $3420 

2/3  Page . $2,670 

1/2  Page . $2X)20 

1/3  Page . $1440 

1/4  Page . $1,195 

...  a  your  E&P  contract  rote  applies. 

Color  Rates 

$425  fa  each  cokx  pa  page,  standad  cdots 
$200  extra  fa  facing  page,  same  cda 
Matched  cda  $575  pa  page  pa  extra  cda 

Fourcolor  process  space 
and  color  charge: 

One  page . $4/>70 

Two-page  spread  . $8/J>90 

(bosot  on  one-time  space  rote) 
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9  YOU'RE 
UNIQUE... 
IT'S  IN  YOUR 
TRADEMARK, 


PROTECT  YOUR  TRADEMARK  WITH 

TRADEMARKS  AND  THE  PRESS 

DECEMBER  9,1995 


Sales  Offices 


New  York  .  21 2-675-4380 

New  York  Fax . 212-691-6939  t  i  1  1 

New  ateans EdltOK^Publishcr 

Los  Angeles  .  310-378  7075  HBjHH  The  Only  ln(ie|)erul«nt  Weekly  Journal  of  N'eu's()0|)ering 

San  Francisco . 415-421-7950 
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In  a  world  of  fakes  and  forgeries,  there’s  one 
original  no  one  has  been  able  to  copy — JeejD. 

Jeep,  you  see,  is  a  registered  trademark  of 
Chrysler  Corporation.  And  a  trademark  is  a  word 
or  name  used  to  identify  the  source  of  a  product. 
Which  means  the  word  Jeep  can  indicate  only 
our  brand.  Simply  put,  a  sport  utility  vehicle  by 
any  other  name  isn’t  a  Jeep  vehicle. 

Take  Jeep  Grand  Cherokee.  A  vehicle  specifically 
designed  for  individuals  who  desire  the  best  of  both 
worlds — sophisticated  luxury  and  proven  Jeep 
capability.  There’s  also  Jeep  Cherokee,  the  classic 


expression  of  versatility,  convenience,  and  value 
And  Jeep  Wrangler.  The  legendary  fun  and 
freedom  machine  that  encompasses  all  that  is  Jeep. 

So,  the  next  time  you  see  our  name,  remember 
this:  There  may  be  a  lot  of  sport  utility  vehicles  on 
the  road  today,  but  there’s  only  one  Jeep?.. 

For  more  information,  call  1 -800-925-JEEP,  or 
visit  our  Web  site  at  http://www.jeepunpaved.com 


Je^ 


THERE’S  ONLY  ONE 


Always  wear  your  seat  belt.  Jeep  is  a  registered  trademark  of  Chrysler  Corporation. 
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